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Plan Now to Attend the Second Annual 


Aesecatch 


REG.U.S. PAT. OF F.& CANADA 


SHOE FITTING SCHOOL 


An Intensive Course in the Study of Feet and Shoes 


MILWAUKEE, WIS., MARCH 11 to 16, 1935 


Some of the Nation’s most outstanding authorities on feet and shoes will be on the faculty. 


DR. CHESTER C. SCHNEIDER, M.D., Bone and MR. C. W. CONAWAY, New York, “Importance of Shoe 
Orthopedic Surgery. Designing and Pattern Grading. 
DR. CLIFFORD I. GROFF, D.O., D.S.C., Chairman, MISS es KERR, New York “Stylist, “Heels and 
Z Ys aly 
Research Committee, Foot Section, American Osteo- MISS HILDA RAU, New York Stylist, “Kids.” 
pathic Association. 
. a hte MR. C. A. ROBERTS, California, ‘‘New Balance Indi- 
DR. EDGAR D. HEIST, Canada, Vice-Chairman, Foot cator Mastin” 
a A.O.A., “Lessons in Trunk of Body Affect- MR. J.E LUDI AM, New York, “Shanks.” 
ing Feet.” MR. MATHRW ADRIAN, Invento e Adrian Foot 
DR. V. W. PURDY, D.O., Milwaukee, Wis., Past Presi- m 5 gg ME oe ‘cigeiaaliaamaaas litle asaelnians 
dent, American Osteopathic Association, “Effect of MR. AUGUST Cc. ORTHMANN, “Chemistry and Tan- 
Feet on Eyes.”’ ning.’ 
A Representative from MR. S. J. BROUWER, Research Specialist in Feet and 
University of Wisconsin, ‘* The Educational Approach.” Footwear. 
Marquette University, ‘‘The Medical Approach.” Trips to Laboratory, Tannery, Last Factory and Shoe 
ane sen y of Osteopathy, “The Osteopathic Factory. 
Ap Educational Movies. 
Chiropody. , “The Chiropody Approach.” Research Demonstrations by various shoe manufacturers. 


ENROLLMENT IS LIMITED! 


Entrance fee, covering everything except R.R. Fare, Hotel and Meals, only $15.00. Write for details— 
RESEARCH FOUNDATION, 330 West Wisconsin Ave., Milwaukee, Wis. 





Photograph of one class of the 1934 Research Shoe Ritting School. Attended by Representatives from 19 states, Canada and England. 
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OREIGN trade needs stimulation 

and our President now proposes 
that practical business men be em- 
ployed by the government to do 
executive planning in foreign fields 
where our goods may be needed. 
We would heartily recommend the 
appointment of an official shoe 
trade observer to study the mar- 
kets abroad for there is a place for 
American shoes in a wide range of 
lasts and a wider range of fitting 
values in almost every country of 
the globe. 

The number of foreign buyers 
who have come to this country in 
the last six months, is decidedly 
encouraging. Unfortunately their 
reception here is somewhat passive. 
They are greeted with the credit 
man’s salute: “Pay on the dock, 
sight unseen.” 


We never were more embarrassed 
than to have a foreign buyers group 
challenged ipso facto—when a 
simple telephone call to a dozen 
sources would have developed the 
information that the big store was 
almost as strong as the Bank of 
England and had a reputation for 
prompt pay—unrivaled even in this 
country. Distance, today, is no 
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deterrent to business friendship. 
Credit information is often more 
authentic and more available on 
European_ stores than on our own. 
Ten days delivery on in-stock shoes 
makes the buyer as close to the 
market as some of the stores in our 
own country. 

Remember, the exchange is favor- 
able for the foreign customer to 
buy over here. With the increased 
appreciation of fitting values the 
wide world is again in the market 
for American lasts and fittings. The 
orthopedic progress that we have 
made in this country is of interest 
to merchants in Australia, South 
Africa and even Iceland. Certainly 
the cry of comfort of the human 
foot the world over can be satisfied 
if we will only open our eyes to 
the opportunity. 

George N. Peek, Special Advisor 
to the President on Foreign Trade 
—speaks with the voice of author- 
ily, saying: 

“I think the way to trade is to 
trade commodities it is to our na- 
tional advantage to dispose of for 
commodities we can use and with 
countries with which we can effect 
trade. I want to trade now and 
not wait until the millenium when 
all currencies may be stabilized to 
a common standard and all trade 
barriers reduced to a common ba- 
sis. There are as many people in 
the world with human necessities 
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tade 


and desires as before the depression. 

“Foreign trade usually is re- 
garded as an extremely complicated 
and mysterious subject. This is 
true on the surface, but its funda- 
mentals are very simple, indeed, as 
simple as the housewife’s budget. 

“Foreign trade is no different in 
principle from any other kind of 
trade between individuals. We 
raise more cotton than we can use. 
On the other hand, we need rubber, 
but do not grow it. We therefore 
sell cotton to England, who needs 
it, and buy rubber which we need, 
with the proceeds—it is the same 
as if we swapped so much cotton 
for so much rubber without- using 
money at all. Money is simply 
used as a measuring rod for deter- 
mining how much rubber we shall 


get for the cotton we send abroad, 
and as a convenient medium to 
facilitate the transaction. These 
are very simple examples, but they 
illustrate the fundamental exchange 
of goods for goods which is the 
basis for all trade.” 


* * * 
I pers Paris openings reveal a pos- 


sible change in skirt lengths. 
Chanel says: “Street skirts are 





slightly shorter. The evening skirts 
are ankle length or longer, without 


trains.” 


* * * 


— and broad program of 
social security with job insur- 
ance and old age insurance is sug- 
gested by the National Retail Dry 
Goods Association as a major ob- 
jective in 1935. A powerful com- 
mittee is working for social prog- 
ress. The N. R. D. G. A. program 
said: 

“Our objective should be to give 
the worker work, and through ade- 
quate reserves and insurance pro- 
tection against the hazards of un- 
employment, old age, sickness, dis- 
ability and dependency. Unfortu- 
nately, the building up of reserve 
for each of these purposes reduces 
purchasing power, particularly in 
its initial stages. This, however, 
should not cause us to delay the 
development of programs, nor 
should it prevent us from taking 
the initial steps, and progressively 
increasing a general program of 
economic security.” 

* * * 


TLANTIC CITY may startle 

the country with beach patrol- 

men dressed in shorts, white shirts, 
knee-high stockings and black and 
white sport shoes, pith helmet, 
cartridge belt, pistol and _ holster. 
The costume was proposed, then 
someone took a picture of a knobby- 
kneed cop so attired and the idea 
of the beach uniform was cancelled. 


The irate police chief said: “No 
Zulus for the beach. Atlantic City’s 
finest may need to be comfortable 
but they also need to be sartorially 
correct.” 

So the chief proposed to bring 
in designers to create new summer 
uniforms for the patrolmen. We 
recommend a revision of the cos- 
tume but at the same time a con- 
tinuance of the idea of two-tone 
sport shoes for comfort, for style 
and for newness. 

Many months ago, you will re- 
member, we suggested to the Navy 
the inclusion of white shoes in the 
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$9,000,000,000 





—All these nine zeroes combined still 
mean "nothing." 

—But the numeral 9, placed in front of 
them, makes a huge total. 

—The income of the American people in 
1933 was $49,559,000,000. 

—tTheir income in 1934 was approximately 
$58,540,000,000. 

—This increase of 9 billion dollars is 
significant, to say the least. It proves 
that some progress has been made 
toward National recovery. 

—It is an amount more than nine times 
greater than the total value of shoes 
manufactured in this country, in 1934. 

—Of course, we're still a long way behind 
our national income in 1929—$85,000,- 
000,000. 

—That sum may not again be reached for 
a long time to come. 

—But we're on our way. 


eg < 


President. 
P.S. Pardon the zeroes. 





sailor’s outfit, as a modern touch to 
the old all-white outfit with the 
standard black regulation shoes— 
year in and year out. Nothing 
much came of that but we are still 
pushing the idea. 

Drab uniforms tend to produce 
stodgy service. Smart uniforms, on 
the contrary, stimulate alertness. 
Some cities, particularly in the 
South, have encouraged white foot- 
wear for city employees for the 
long Summer period. 

So we look to Atlantic City to 
start the movement further North 
and to start it with sport or Sum- 


mer shoes. 
* * * 


A= amendment prohibiting 
datings in excess of 30 days, 
except under certain condition, was 
proposed to the NRA by represen- 
tatives of the shoe polish division 
of the shoe and leather finish, pol- 
ish and cement manufacturing in- 
dustry at a public hearing. 

The present code provision pro- 
hibits the giving of datings in ex- 
cess of five months from the time 
of shipment, and has resulted in 
jobbers and wholesalers insisting 
on the maximum allowable dating 


period despite the fact that the cus- 
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tom was not prevalent prior to the 
adoption of the code. 

The following exceptions are al- 
lowed by the proposed amendment: 

(1) On merchandise shipped be- 
tween August 1 and September 1 
for the purpose of supplying win- 
ter requirements, the manufacturers 
could allow a dating not later than 
January 1. Merchandise shipped 
between September 1 and Decem- 
ber 1 could be dated as of Feb- 
ruary l. 

(2) White shoe cleaner manu- 
facturers could give a dating not 
later than June 1 on shipments 
made between January 1 and June 
1. After June 1 no dating in excess 
of 30 days. 

* * 
\Y /HERE ca can we get a heel pro- 
tector stamped “Seal Brand” 
to be used as a heel cover while a 
woman is driving an automobile? 
They were used some years ago, but 
now an inquiry comes from Europe 
for the maker thereof. 


* * * 


were A. MILLER, presi- 
dent of the National Boot and 
Shoe Manufacturers Association, at 
the N.R.A. hearing in Washington, 
said: 

“The average earnings per hour 
of shoe workers for the first eleven 
months in 1934, according to re- 
ports tabulated by the Census Bu- 
reau of the U. C. Department of 
Commerce for the Planning and 


Fair Practice Committee, is 48.6 
cents per hour. This figure shows 
an earning per hour index of 94.1 
(1924 equals 100) compared to 
the cost of living index of the Na- 
tional Industrial Conference Board 
of 79.2 (1923 equals 100) for the 
same period. With the cost of liv- 
ing index at 79.2 and the shoe 
workers’ earnings per hour index at 
94.1, showing a net margin of 14.9 
points favorable to wage rates, it 
must be evident that the present 
level of wage rates represents an 
equitable advance compared with 


1923-1924 levels. 








NCE a schoolmaster, always a 

schoolmaster. It has been a 
number of years since Day M. 
Fezler taught school in Oklahoma 
City, but he is still teaching the 
boys how to sell shoes. Not only 
that, but he retains his pedagogic 
love as shown by his heading the 
local board of education. 






€ 


In the years that he has operated 
his own shoe store and was an ex- 
ecutive in the old “Bootery,” Day 
Fezler has trained these men who 
now hold responsible positions or 
own their stores in his home town: 
James P. O’Rourke, proprietor of 
Foot Health Headquarters; W. O. 
Early, buyer for McEwen-Hallibur- 
ton; A. H. Clark, proprietor of 
Clark’s men’s shoe departments; 
Gilpin Stumpff, partner in the 
Fezler store; R. M. Cochran, man- 
ager of Paul’s Shoe Store, and De- 
witt Tidwell, men’s and boys’ shoe 
buyer at Rothschild’s. 

This is a mighty good list of 
“Who’s Who” and shows that the 
old schoolmaster schooled his men 
well in the shoe business. 


* * * 


M*!: GEORGE LUBEROFF, 
Commanding Officer of the 
Boston Quartermaster Depot at the 
U. S. Army Base, signs the biggest 
contracts for shoes in the early 
weeks of 1935—to a grand total of 
approximately $1,769,500. Not 
since the World War have we had 
such large contracts, totaling 624,- 
423 pairs. 

Boston now becomes the center 
for army and C C C footwear. 


* * 


OL. WALTER MANGUM, the 
new Deputy Administrator for 
the N.R.A. codes of the Boot and 
Shoe and Leather industries, steps 
into the battlefield with all guns 
pointed at him. He has a past 
knowledge of warfare for he was 
Chairman and Managing Director 
of the British branches of the Rem- 
ington Arms Company and_ the 
Remington Cash Register Com- 
pany; and for nine years Director 
of the Executive Committee of the 


* 





BOOT AND SHOE RECORDER, February 16, 1935 


American’ Chamber of Commerce in 
London. 

Code warfare in New England 
prompted him to send Capt. W. C. 
Conover, an acting Deputy Admin- 
istrator, into Massachusetts to in- 
vestigate the code conflict there. 
Col. Mangum also plans to inspect 
the labor front shortly. 


* * * 


JIM ERRY” THURMAN, advertis- 


ing manager of Roberts, John- 

son & Rand of St. Louis, says: 
“Anything that is good enough 
to sell is good enough to advertise, 
so when you put in your stock an 
article that is recognized for its in- 





tegrity and value, advertise it by 
name, and in doing so, use freely 
of the helps available to you 
through your sources of supply. 
Sit down with the folks with whom 
you do business and talk over your 
advertising problems. They are 
always eager to assist you in any 
reasonable way in doing a better 
selling job.” 


J AMES A. MUNROE, vice-presi- 
dent of E. T. Wright & Co., Inc., 
of Rockland, Mass.—to stimulate 
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interest and incentive for the selling 
of. more Arch Preserver shoes, for 
the period ending February 13th, 
gave bonuses to retail shoe clerks 
who “reported the number of pairs 
sold to old customers, to new cus- 
tomers, to new doctors.” To help 
combat the condition of the bargain 
season of the year, the plan was to 
encourage constructive salesman- 
ship in the hopes that the retail 
salesman might influence the cus- 
tomer into buying high-grade shoes. 

It was a great success and was a 
step in the direction to increase in- 
terest between the factory and the 
man of contact at the fitting stool. 


* * * 


L. BELCHER, Vulcan Last 
* exponent, says: 

“T am glad to see some dealers 
take enough interest in lasts to de- 
mand trials from their manufac- 
turers when putting in new lasts, 
giving their own ideas on both fit 
and style. Some careful retailers 
have gone so far as to buy their 
own lasts, but this may be a little 
extreme. 

“One dealer said: ‘We fit our 
arch shoes but do not give so 
much attention to our style shoes, 
as we fit the customer’s eye.’ My 
answer was: Fit the fashion shoes 
and you will not drive your cus- 
tomers to wearing heavy, undesir- 
able shoes.” 
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Salesman in Alaska:—'Business seems to be picking up here." 
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This Model has been christened the 
"Hei-Tiki'’ or "Love Charm" shoe after 
the film of that name .. . since the 
blue shoe with white trimming is one 
of the season's ''charmers" in footwear! 
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Feature These Selling 
Points in Blue Shoes 


Bue makes the freshest, most Spring-like shoe, offering the greatest 
seasonal change from the Winter color scheme. 

Blue is the accepted choice now to wear with blue costumes, and no 
wardrobe that includes blue clothes is complete without blue shoes. 

Blue has also become an important contrast color, to combine with gray, 
beige and the “Regency” pastels so widely worn this season. : 

The new blue shoes (and the new blue costumes), which are lighter, 
truer, brighter than ever before, are universally becoming to blondes and 
brunettes . . . the most flattering blue we have ever had. 

The blue shoe with a touch of white to fit in with the many costumes 
trimmed in white (and later in the season the reverse treatment, white 
trimmed in navy). 

The blue shoe developed as a swagger shoe for both town and country. 
navy oxfords and swagger sandals with tweeds and sports costumes. 

Blue shoes in new and unusual materials—suede leathers, basket-weave 
and bark-grained leathers; linens and gabardine, new perforated and stitched 
treatments of the classic leathers. 








_. . The 4-Star Hit 











for Spting co 


Just as the theatre and movie critics mark 
the biggest hits with four stars . . . so we 
rate the blue shoe as the greatest success 
for pre-Easter merchandising. Here are 
some selling angles on blue this season. 


How can we account for the extraordinary demand 
for navy blue shoes this Spring? Every Spring, to be ~ 
sure, we have blue—but never before a blue wave like 
this! 

There are three good reasons, as we see it, why navy 
blue plays so important a part in this season’s selling 
scheme. 

In the first place, every Spring sees blue more 
generally accepted as a staple, logical choice for the 
perennial navy blue costume. The blue shoe is a com- 
plete and refreshing change from Winter. And now 
that our navy blue costumes are so often -trimmed 
with dramatic accents of white or contrasting color, 
the blending shoe looks best; another color in the 
shoe introduces a conflicting note into the ensemble. 

But this particular Spring, blue shoes are indicated not 
only for blue costumes but for various other colors 
in clothes. Solid color pastel tweeds are the new 
note for tailored suits and topcoats. Lovely soft shades 
of lighter blue, dusty pink, corn yellow, rusty tan... . 
With many of these shades in woolens, the blue shoe, 
worn with other navy blue accessories, is especially 
attractive. 

Then we have a range of new neutrals—grays, beiges 
and string shades. And here again, contrasting accents 
are the smartest choice, with blue accessories very prom- 
inent in the picture. The blue shoe, promoted as a 
contrast shoe, has special style significance, and in- 
creases the demand for this color. 

The third reason for the blue vogue lies in the skill- 
ful styling of the shoes themselves, in the excellent 
shades of blue offered by the tanners, in the enormous 
variety of surface-interest leathers and fabrics, and in 
[TURN TO PAGE 46, PLEASE ] 
































































BY 
OBSERVER 


The casual ensemble calls for 
the contrast of the combination. 
It is the ideal shoe for the con- 
trasting linen coat and linen or 
flannel slacks. 









Illustrations by Link Hanna. 















The MIXED ENSEMBLE Favors 
Y! 7) COMBINATIONS 


Waar ’S ahead in sport shoes for the Summer? An 
increasing interest on the part of the consuming public 
in sport shoes—colorful and interesting developments 
in men’s dress for sports and an effort on the part of 
the manufacturers this year to develop new sport 
shoes for men and improve with better detailing those 
tried and proven sportswear lasts. 

ee These are ahead for Summer, and combined should 
wing tip custom sport make it a most interesting and profitable sport shoe 
shoe. Genuine white - > ‘ i 

Chien: beak alts - meee selling season. Men’s wear too will reflect this return 
distribution of color in to the sports life. There is a concentrated effort on 


If wing ti d 
en —— bk i [TURN TO PAGE 46, PLEASE] 













Here is the classic 
all white shoe showr 
for contrast with a 
gray of a_ similar 
last and. construction. 
The white shoe be- 
longs in the white 
ensemble, the qray 
should be worn with 
tropical weaves of a 
darker tone. 


The WHITE ENSEMBLE 


THE white ensemble, be it Palm Beach, Seersucker, 
Shetland or Gabardine, favors the all white shoe. Un- 
questionably white will be the leader in your sports 
shoe sales. Some reports from Florida claim that it 

[TURN TO PAGE 46, PLEASE] 
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Photos by George Pelzer 
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A Sport Shoe 
Miscellany | 


"If golf be art and art be golf— 
Then good dress be art too, 

So muchdepends on sportsman's dress, 
So much upon his shoe. 


+h 


attractive one from a prestige standpoint, should be 
carefully thought out and must be effectively mer- 
chandised. This is the class that-we are now inter- 
ested in and we have tried to give a thorough picture 
of it. 

Highlights in the types illustrated are an increas- 
ing emphasis on texture in both surface leathers, 
novelty grains and genuine pig, and a hitherto un- 
precedented interest in fabrics in men’s shoes. 

In the photographs on this page you will see three 


LOOKING at the sports shoe picture from the angle 
of miscellaneous sports shoes, exclusive of all- 
whites and combinations as such, it takes on an in- 
creasingly complex appearance. This year in the 
miscellaneous lines there are smart innovations which 
look very tempting to the style-minded merchant. 
However, he should understand thoroughly that, 
despite the fact that there are many added dollars 
in novelties, golf shoes, sandals and miscellaneous 
types, the bulk of the sports business will be all- 
whites, the second share in combinations of buck, in 
brown and white and black and white. The third 
share, while it can be a profitable one and a very 
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Observer's Selections for Successful 
Sport Shoe Selling 


Emphasis 
On Texture 


Accent 
On Detail 


combinations in brown reversed calf trimmed with 
brown calfskin, and brown in reversed calf and 
bucko. This Summer browns will be on the deeper 
tone. It is important to remember this, since the 
redder shades are not as effective in the combinations. 
The shade this year is almost a walnut brown which, 
when combined with a brown calfskin in custom lasts, 
straight or wing tip, make a very effective shoe. We _ 
illustrate these types with a leather sole and solid & 
leather heel. It is a correct shoe for any spectator 2 
sports costume in which brown is the predominant © 

» color, or any spectator costume that calls for a de- 

tailed color accent in its accessories. 

4 _ There is evidenced this year, an interest in grains 
: [TURN TO PAGE 52, PLEASE] 
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Fashion Illustrations Make Ideal 

Atmosphere in Planned Window 
- Settings . . . Four Suggested 
Color Displays To Sell More 
Sport Shoes. 




























IXED ENSEMBLE 
Fowora 
COMBINATIONS 


Maroon, Sand and White are used in this Combination Display 


COLORFUL SPORTS DISPLAY 
WITH OUT-or-DOORS APPEAL 


Evening Blue, Gray and White 











a . : lr there is’ any type of merchandise that must be care- 
: fully displayed to be sold successfully, it is the sport 
shoe. Intrinsically an item of color, it demands for its 
proper display the exact color setting. The display 
units illustrated were designed by the Boot AND SHOE 
REcoRDER to the purpose that this year sport shoes be 
properly displayed the country over. They have been 
checked for optical attention and keyed in color to the 
correct pitch for good display of sports merchandise. 
Your carpenter or display man will quickly see that 
they are relatively easy to construct. Compo board or 
Masonite cut to the correct sizes and shapes (your 
windows or alcove will determine the style, the illustra- 

Te UE tion shows the shape) should be well fixed to a light 
INNER JACKET © _ frame of 1% inch stock and braced according to the 
) individual needs of your window. These displays show 
shelves. They are simply attached by nailing the compo 
board and need not be reinforced. In the “Vogue for 
White” display, circular shelves should be cut from 
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14, inch wood and used as a form around which the 
compo board can be bent and to which it is fastened. 

The illustration shows as center of attention in each 
display, a “blow-up” of the splendid fashion drawings 
shown on other pages of this Boot anD SHOE REcorD- 
ER. These photographic enlargements are available and 
should be colored in the natural colors of such an 
atmosphere. The following are some suggested color 
combinations for these displays. 

In the “Mixed Ensemble” display, areas, exclusive 
of shadows, indicated in the darkest tone are to be 
painted a rich maroon. Secondary tones, a sand or 
coffee color. Lightest tone, lettering and moulding 
are to be white. 

[TURN TO PAGE 52, PLEASE] 





Grass Green and Cream for Golf 


The VOGUE for WHITE . 
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How re Vour 
GOLF SHOES oda ? 











By HARRY R. TERHUNE 


More times than I care to mention, owners, man- 
agers of shoe stores and buyers in department stores 
have cussed out the salesforce they have working under 
them. In some cases this is done privately and other 
times right before the men. 

“If we could only get decent shoe salesmen who knew 
something,” is their plaint. 

Against this is another group of owners, managers 
and buyers who brag about the smart crew they have 
working with them. “These boys and girls here work 
so closely with me and are so interested in the store’s 
progress that they would do anything for me, and I 
would do anything for them,” is the gist of what they 
have to say. 

Here is the test of the whole matter as I see it. Com- 
ing back to the cities after an absence of several years, 
especially the past few years, I find that some of those 
stores in which the proprietor could not get along with 
his help have closed their doors permanently. In the 
places of some of the managers and buyers who had 
personnel problems, I find new men who have proved 
their ability to enlist the enthusiastic and loyal support 
of an organization. 

For the most part, those stories which you have been 
reading in these pages about the stores which have made 
such phenomenal gains, are the ones who have a well- 
knit, satisfied selling organization. One merchant this 
past week emphasized the point that his plan of battle 
for a big successful 1935 was to be built around a well- 
organized, highly trained sales force, in addition to 
having plenty of saleable merchandise. With these two 
lines of attack this shoe man is sure he can whip any 
and all conditions which may arise. 

Another merchant, Ben Phelps, pointed out that his 
oldest employee (Bernard Solkoloski) has been with 
the Phelps shoe store since 1874. Another man has 
been selling shoes here for 35 years; one for 30 years, 
another, 15 years, and so on. It is quite evident that 
the Phelps Shoe Company is not an organization very 
much given to changing help. All the men in the 
store speak the same shoe language, as they were all 
brought up selling one kind of shoes—good shoes. 

This point of length of service was brought out in 
conversation with Mr. Phelps following an early morn- 
ing store meeting which it was my privilege to attend. 
It was surely interesting to listen to one store employee 
after another get up and speak his or her little piece on 
how store service could be bettered. This is one store 
meeting in which the boss never lectures. 
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—OR UNDER YOU? 


Sign Posts to PROGRESS 
in Successful Shoe 


Retailing 


The Phelps Shoe Company was 
started in 1869 by Mr. Phelps’ 
father, when Shreveport, La., was 
a tough frontier town. In those 
days it was the custom of J. B. 
Lewis of Boston to go to New Or- 
leans, hire a boat, then come up 
the Mississippi and Red Rivers sell- 
ing shoes to the plantation owners. 
After the Phelps shoe store was 
started, Lewis warned Phelps, Se- 
nior, that he would not last six 
months because he was selling too- 
good merchandise. 

That was related to me after the 
question had been put to Ben 
Phelps as to what a store must do 
to be a going concern for 65 years. 
The answer had been “dependable 
merchandise and constant applica- 
tion.” By the latter he means, 
“work like hell and advertise.” 

The simple precepts set down by 
the founder of this business were, 
“Good Merchandise and Good Ser- 
vice.” That the store is now serv- 
ing the sixth generation is sufficient 
recommendation of close adherence 
to the original maxim. That her- 
itage left by the founder and con- 
tinued by the present management, 
enables Ben Phelps to state that 
1934 was a most satisfactory and 
profitable year. 

“Yes, after going through the 
storm it was a happy year, too,” he 
emphasized. “I make no attempt 
to prophesy, but I believe that 1934 
was ‘only the beginning. One 


thing, we have stuck as close as 
Hector’s hatband to building our 
business, and we intend to do the 
same thing throughout this year.” 

Then he did mention that con- 
stant advertising must be given its 
share of credit for the success en- 
joyed by this store. For this is one 
outfit that has an ad in the local 
papers 352 days in the year. 

About the only thing I heard in 
Shreveport was the great number of 
riding boots sold during the past 
year, especially just before Christ- 
mas. When one store spoke of sell- 
ing 1000 pairs, another 1500 pairs 
and another 2100 pairs, I figured 
that there must be almost as many 
horses in town as people. But I 
was wrong. 

This riding boot craze has noth- 
ing to do with riding horses. Boots 
are worn to school by girls, to week- 
end “weiner roasts” and family out- 
ing barbeques, by grandmothers, 
daughters and grandchildren. High 
school girls, for the most part, are 
responsible for the current custom, 
but they are not allowed to wear 
complete riding outfits to school, 
so they compromise on boots with 
their regular sport dresses. Young 
boys, too, wear them, buying the 
wider widths in the growing girls’ 
run of sizes. 

The proprietor of one modest 
shoe story of the family type said 
he had sold 2100 pairs of stitch- 

[TURN TO PAGE 50, PLEASE | 
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THE 


EDITORS 


SIGNIFICANT changes are taking place in shoe dis- 
tribution. The Bureau of Census tells us that there 
are approximately 18,836 stores selling shoes as a 
major product and deserving the title SHOE STORE. 
It is estimated that there may be 110,000 places where 
shoes are sold, ranging all the way from mail order 
houses to drug stores; but those who live a life of 
shoes alone are decreasing in number. But with their 
decrease comes the increase of efficiency of the sur- 
vivors due to the fact that the man who has his “one 
and all” in shoes must exist or perish by the major 
effort he puts into that line of business. 

Do you know that there are today in 
the United States only 12,746 shoe retailers 
whose sales do not exceed $20,000 a year 
and whose average is $8,753? There are only 
about 1,300 shoe retailers doing over $100,- 
000 worth of business. There are only 65 
shoe retailers doing over $500,000 a year. 
And yet the shoe industry represents a 
billion dollars at retail. Figure it out for 
yourself. 

We are, at the moment, making studies of the indus- 
try’s capacity to distribute. The most interesting point 
that we have discovered is “that the bulge in business 
for 1935 will come from hundreds of small towns, 
rather than from a few big ones.” The small town 
is looking up. It is playing a more important part in 
American life. The public has at last developed a 
sense of proportion. Many merchants with large city 
stores have put in branch stores in smaller commu- 
nities and have found the branches relatively more 
serviceable and more profitable. 

In communities of 10,000 inhabitants, we are dis- 
covering that the chain store is virtually absent be- 
cause the community cannot contribute a volume of 
business to the store that sells only young men’s or 
young women’s shoes. There are not enough cus- 
tomers in the community to justify a store for just a 
section of the public, and yet in these same commu- 
nities the general store can live and prosper, for if the 
public’s general average of shoe sales is approximately 
$10 per person per year, that community is a $100,000 
a year community. 

These are significant things in the development of 
our small town study. The problem of selling shoes 
to small towns rests with the concerns who can do a 
contact job through an alert salesman in a small car, 
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OUTLOOK 


Watch Small Town Stores Revive 


BY 


Ve ay 


whose aggregate orders per day give him a living and 
the consolidated orders of many of these salesmen 
make a factory volume. Another amazing thing is 
the cash and credit standing of the small town mer- 
chants. They buy shoes without chiseling, pay promptly, 
take discounts and constitute a backbone of business 
well worth the patience and perseverance needed in 
contacting them. It is even possible for manufacturers, 
in a cooperative way, to have one salesman show a 
number of lines, for though the orders may be small, 
the aggregate justifies the cooperative venture. 

The selection of shoes by merchants in smaller places 
is something to think about. Merchants select shoes 
rather than complete lines. Each individual shoe must 
have a purpose—whether it be fashion or comfort— 
and that purpose is studied with a view to community 
interest in that particular shoe. The small town may 
think that the idea of “picking a good line and sticking 
to it” is a short cut in merchandising, but in actual 
practice the discovery is made that oftentimes the selec- 
tion of a line carries with it the possibilities of some 
excellent fitting fashion footwear and some others that 
are not as suitable—type for type. 

So the small town merchant picks his shoes with 
first consideration to the last and how that last fits 
into the needs of his store. Perhaps we are to again 
develop “Shoemanship”—a term coined at the recent 
National Shoe Retailers Association convention. By 
this is meant a selection of shoes—each one with a 
critical estimation of its place and purpose in the stock. 
This may develop more trouble in buying but small 
town merchants tell us that it means less trouble in 
selling. 


So, the eyes of industry are on the small towns 
of America and on the alert and aggressive young 
men who have come into the shoe business with 
both eyes open. The public may be less big-city 
conscious because the small town may offer even 
more advantages. At any rate, the prediction is 
made “that the big bulge in business in 1935 will 
come from hundreds of small towns rather than 
from a few big ones.” 















BOOT AND SHOE RECORDER, 






February 16, 1935 Page 25 


Presenting 


sHRINER 


SHOES 
FRENCH SHRINER & URNER 


HEIGH- HO SPORTS 


A HIGH-GRADE men’s shoe maker now 
offers two new lines, making a complete 
set-up for all retailers of men’s fine 
shoes. 


The new SHRINER Shoe has all the cus- 
tom-grade earmarks of the highest. grade 
men’s shoes, being made in the same 
factory, by the same experienced work- 
men as the famous French, Shriner & 
Urner shoes. They are stocked branded 
or unbranded, in several fast selling 
styles, priced $4.25. 
























Heigh-Ho crepe soled sport oxfords are 
constructed by an improved process, and 
represent the finest values in this increas- 
ingly popular type of footwear. 






The SHRINER 


No. 211 (right) Braeburn 
Grain Brown Calf. 
No. 247 Russia Calf AA-D, 


Both lines are well worth your investiga- 
tion if you seek the superior values which 


_— 1 epee can come only from the hands of experi- 
$4.25 enced shoemakers. 

FRENCH, SHRINER & URNER MFG. CO. 

63 MELCHER ST. BOSTON, MASS. 





The HEIGH-HO Oxford The FRENCH, SHRINER & URNER 


No. 207 Cream Nubuck. Custom Grade Models 
No. 208 Brown Bucko, black edges. RETAILING $10 TO $14.50 
No. 201 Same as above in White Elk, natural edges. 7 
A-E, 5-12, $3.00 
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The 
YOUNGER 
GENERATION 


HARVEY B. EVANS 
L. B. Evans’ Son Company, 
Wakefield, Mass. 


H arVEY B. EVANS, advertising manager and New England representative of the 
L. B. Evans’ Son Company, and of its subsidiary, the Vaughan-Towle Co., is another 
of New England’s younger generation who has refused to accept a position of re- 
sponsibility without adequate practical training. During his Summer vacations he 
worked in various departments of his father’s plant in Wakefield, Mass., and learned 
the details of manufacturing and merchandising the line of slippers for which this 
company is famous. 

In 1929, before his formal education had been completed, Mr. Evans was selling 
the company’s products in his spare time. His training has been thorough and com- 
plete. Son of Arthur L. Evans, treasurer of the company, and the great grandson 
of L. B. Evans, who founded the business 108 years ago, he is a graduate of the 
Pawling School and of Colby College, in the class of 1932. His time is divided 
between his duties as advertising manager and his selling trips throughout the north- 
eastern part of the country. 

On the basis of these activities, Mr. Evans is rightfully accorded a place in that 
interesting group of ambitious young executives who are devoting their talents and 
their energies toward helping to solve some of today’s problems in the shoe business. 
When an industry thus enlists the interest and enthusiasm of its younger generation, 
its future can be counted as secure. 
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CASINO 
SANDALS FOR SPRING 


cauliful Desigas 


Irresistible Prices 


The finest values the market can 
boast! Never before have such 
smart, well made shoes been offered 
at prices that so completely smash 


sales resistance and double profits. 





The brilliant variety and uniform 
quality of Casino Sandals, to retail 
from $1.25 to $1.95, were the talk 
of the shows, the sensation of the 


season! 


You know our workmanship, our 
authentic styling and selected ma- 
terials .... ask our salesman to 
show you our new line of smart 
sandals for Spring ... . it’s your 


best bet for a big year! 


ep: Wa Rest Time Sljppers 
Casino Sendols vege 


Dansvitte, NY. 
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Dicplanes streaking through the 
blue in flying formation. A perfect 
example of what can be accom- 
plished with Planned Action. On 
the page opposite read what shoe 
stores that Plan Their Action can 


accomplish in terms of increased 


sales and profits. 
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d helped me to a happy landing 
on the right side of the ledger 


Writes John Townsend Whose Brownbilt 
Shoe Store in Rome, New York, is Out- 
standingly Successful 


HERE’S one word that keeps cropping up in every conversa- 

tion with Mr. Townsend. It’s a word that he has been using 
regularly since he joined that growing group of America’s most suc- 
cessful independent shoe retailers — the stores operating under the 
Brown Plan. 

The word is profit —The most blessed word in the business 
dictionary! 

In the battle for sales and profits, Mr. Townsend likens the ad- 
vantages of the Brown Plan to those of a squadron of airplanes 
versus a solo flyer. 

Here’s what that “squadron” does for Mr. Townsend and other 
Brownbilt operators: 

A highly developed department of retailing spe- 
cialists go to work for him but without cost to him. 
These specialists help him apply the soundest and 
most scientific principles of retailing. The result is 


operation at-maximum efficiency with 30% to 40% How Mr. T, d’s S 
less stock and measurably higher profits. prs “Planned yma > 


Let the Brown Shoe representative tell you in detail about the 
Brown Plan of “Planned Action”. . . and cite case after case to prove 
that “Planned Action” pays out in terms of more sales and profits. 


Drow aoe Goungamy, st. rours 


Manufacturers of the Concentration Line — Including Buster Brown Shoes for 
boys and girls. The Revolutionary New Line of Air-Step Shoes for women. 


Mr. Townsend Says Old Fort Stanwix, 
on the site shown here, never surrendered 
because they “Planned Their Action”. 
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A Stern Bros. (New York) window that not only stopped the traffic, but showed how good displays can give 


quick acceleration in sale time. 


Must Sale Windows Be Dull? 


month 


It's Sad But True, That Most of Them ARE. 
Here Are a Few Bright Exceptions 


D ID you read “The Editor’s Out- 
look” in the Feb. 9 Boot AnD 
SHoe Recorper? Whether you 
did or not, we should like to refer 
back to it in connection with this 
matter of sale windows, for it 
brought to a focus some points that 
unquestionably are of vital sig- 
nificance right now. Perhaps it 
may seem a bit late in the season 
to keep harping on this subject of 
clearance sales and sale windows. 
Shoe stores, even up North, are 
already featuring Spring styles. 
But by the same token, they are 
also featuring sales, and with 
Easter coming later than usual on 
this year’s calendar, it’s a fair 
guess that some stores will con- 
tinue clearance sales even into 
March. If that is to happen, it’s 
all the more important that some- 


thing be done to snap them up, 
lest the public be wearied beyond 
endurance with drab displays of 
merchandise which stores are keen 
to sell, but curiously refuse to 
make attractive. 

Probably the fact that retailers, 
in their own minds, have labeled 
the old shoes “Undesirable” has a 
lot to do with the carelessness with 
which they toss them into show 
windows. They quite overlook the 
fact that to a lot of folks, with per- 
fectly sound money in their pockets, 
these shoes are still desired posses- 
sions. Mr. Anderson summed the 
case up in last week’s RECORDER 
when he said: 

“The system of clearance of 
shoes needs correction in the light 
of modern day merchandising. 


Why should the shoe store be made 


conspicuously dull this 
through 


the old and_ worn-out 
habits of displaying clearance mer- 
chandise in stale windows and in 


drab settings? By and large, shoe 
windows in clearance period are 
given a junk shop keynote—‘The 
goods are not so good, so we won’t 
even bother to display them attrac- 
tively. If you want them, come in 
and get them. The risk is yours.’ 
“The same sloppy technique that 
is used in the window is carried 
into the store. The clerk lets down 
and almost throws the shoes at the 
customer. Now, is that the proper 
mood for merchandising any com- 
modity at any time of the year? 
“Perhaps the idea back of the 
clearance was the philosophy that 
the store should, by its external and 
internal appearance, give the im- 
pression that bargains are for a 
different class of people than the 
regular clientele of the rest of the 
year. It is difficult to change the 
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A major part of the production of the Fred A. Mayer Shoe Company is in Perfec- 
tion Pumps. And a major point in their consistently uniform quality is the Evans 


Kid Leather of which they are made. These stunning pumps are supplied in both 


Seamless and Regent patterns in Evans Black [Ruby] Kid and 101 Brown. They 


are carried in stock in sizes 2 to 10 and widths AAAAA to C. Made by the 


Fred A. Mayer Shoe Company, Milwaukee, Wisconsin. 


Crus kid Lechors 


A DEFINITE SALES INFLUENCE 
Tannage of JOHN R. EVANS & CO., CAMDEN, N. J. 








Shoecraft (Fifth Avenue, New York) 


proved with this window display that 


it's possible to strengthen a sale 
window by mixing in a generous 
amount of style appeal. 


habits of merchants. Much more 
difficult than to study the behavior 
of the customer. Merchants ‘get 
set’ in their ideas. Because it has 
been the tradition of 50 years to 
drop down from a high point of 
service and efficiency to a dull, drab 
level—that that is the thing to do 
because it has always been done. 

“Shoes are worth selling. They 
are worthy of proper display and 
proper service. As much care 
should be devoted to the display of 
merchandise offered for clearance 
as in the high promotions of the 
year. A lot can be said about the 
exceptional values and particularly 
about the quality of service that is 
given in the clearance period of 
the year. In many ways the public 
is conferring a favor upon the mer- 
chant in clearance period—for the 
merchant has unwanted goods 
which he prays may be wanted by 
less discriminating people who see 
the opportunity to get the goods at 
a lower price. 

“Several weeks of clearance re- 
main, and it will be refreshing, 
nationally, to see a complete mop- 
up of old merchandise before the 


If the public 


new season opens. 


is given assurance that clearance 
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merchandise is good merchandise 
and that it is well-fitted and that 
the responsibility of its service is 
included in the price, then it will 
be possible to make a clean sweep 
of slow and unwanted stocks.” 

If the philosophy behind this 
editorial involves principles of 
sound selling psychology, the place 
to start putting it in practice is in 
your windows. You can’t interest 
people in merchandise at any price 
these days unless you make the mer- 
chandise attractive and appealing. 
Neither can you afford to let your 
windows convey the impression, in 
sale time or any time, that you are 
running a junk shop sort of store. 

If you are a shoe man, you 
should always look upon good 
shoes with respect, and teach your 
customers to look upon them in the 
same way. Perhaps you have a 
haunting fear of making your sale 








windows too attractive, lest cus- 
tomers might form the habit of sale 
shopping. But it’s also worth while 
to remember that good regular cus- 
tomers sometimes buy extra pairs 
at sale time, and that strangers at- 
tracted by sales sometimes become 
regular customers, and _ profitable 
ones. After all, anybody who spends 
money in your store is entitled to 
the maximum in service and con- 
sideration. 

Sales windows can be made as 
attractive and as interesting as any 
windows, as is proved abundantly 
by the illustrations which accom- 
pany this article. Such windows, 
not only serve as more efficient 
business builders, to make a clear- 

[TURN TO PAGE 52, PLEASE] 


This Macy men's window also caused 
customers to walk in and buy shoes. 


“Mace 15.495 he snow welling 
Ne with hows ok $4.98 
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The “Henley” 


7369—White Suede Calf 
rown Calf Trim 
7389—Chamois Crushed 
Kid, Brown Calf 
Trim 
7359—White Kid, Blue 
Kid Trim 


7349—All White Kid 


$5.00 
RETAILER 






















The “Lynnfield” 
. 5787—All White 


Cabretta 
5757—Chamois Crushed 
Kid 


$4.00 
RETAILER 


The “Allinda’’ 


5718—Black Kid 
5768—Deer Taupe Kid 
5778—Marine Blue Kid 
5798—White Cabretta 


$4.00 
RETAILER 


























his complete new line of Dun Deena... the most 
unusual sport shoes on the market today. 


Seles 


A BRANCH OF THE INTERNATIONAL SHOE CO ° ST. LOUIS, MO. 


From Our Line of 150 Novelty Patterns! 


When you select these you 
are buying patterns that 
have proven themselves to 
be winners. Thousands of 
pairs have already been sup- 
plied to shoe stores through- 
out the nation. 


And best of all, these shoes 
are in stock mow. . . and will 
continue to be carried in 
stock through the season... 
to take care of your orders 
and re-orders. 


Write or wire to see this 
complete line! 






The “Kenilwonth” 


7446——Brown Kid 
7426—Marine Blue Kid 
7416—Black Kid 
7466-—White Kid 
$6.00 
RETAILER 


The “Adniatic’”’ 
§587—White Calf 
5527—Black Kid 


$3.00 
RETAILER 
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CUBAN HEELS 


Dundeers with Cuban Heels open new 
markets. Veteran wearers of high heel 
dress shoes can wear these popular 
sport shoes without tiring their insteps 














BUILT-IN SHANKS g 


A strong steel shank—a new construc- 
tion feature in these sport shoes—is 
built into Cuban Heel Dundeers to give 
strength to the arch. 





No. W32 
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FOR A GREATER SUCCESS 


INCE their first presentation, Dundeers have gained increasing 
popularity. Their distinctive difference from ordinary sport 





shoes .... their outstanding smartness .... their replaceable soles 





won instant approval of fashion leaders as well as thrifty shoppers. 
Dundeers are a natural! 


Alert retailers, constantly looking for the new, are fast turning to 
Dundeers to add spice to their sport shoe departments. 


Sales are exceeding last year’s! 


Cash in on these sales producers! Be the first in your city to feature 
Dundeers. Contact your International representative or drop a line to: 





No. W34 


DUNDEER DEPARTMENT e INTERNATIONAL SHOE CO. 
SAINT LOUIS, MISSOURI 








eC FEATHERWEIGHT HANDMADE 

A pair weighs only No tacks, staples or 
fourteen ounces! So thread are used to at- 
light you hardly know HAND LACED tach the uppers to 
you have them on. Uppers are hand laced to the sole. 


the sole. They can be de- 
tached and new soles at- 
tached when one pair No. W36 
wears out. 

































Poll- Parrot 


all-Leather 


Shoes 


For Boys and Girls 








(OHROUGHOUT the land, the 
Poll Parrot name stands for quality 
and value. It is the most appealing 
name in juvenile footwear and the 
Poll Parrot line is a great line of 
juvenile shoes with a complete 
selection of styles in welts, turns, 
stitchdowns, and light McKays— 
shoes for party, play, and school 


wear. 


Poll Parrot Shoes — “they make 
good wherever they are sold”. 








ROBERTS, JOHNSONG RAND 


Branch of International Shoe Co 


Sr. Louts,Mo., 
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Texas Convention Sidelights 





GLEN D. JONES 


General Convention Chairman 


Albert Matteucci, Albuquerque, N. 
M.: “I traveled 850 miles to come to 
this convention and believe it to be the 
best one I was ever at. We were very 
fortunate in having the depression 
touch us rather lightly, but even so we 
are noticing a decided change in buy- 
ing habits. Women are coming back 
strong for pattern shoes in all price 
ranges from $5 to $12.50. We are not 
neglecting our orthopedic lines in any 
way as we intend to hold and develop 
this very profitable business. We are, 
however, increasing our range of pat- 
tern shoes as we are buying twice as 
many styles as last year. Our cus- 
tomers are open minded in their buying 
and seem to be intensely interested in 
finding out about the features and 
fashions of our stock.” 


* * * 


F. P. Stribling, McCamey, Tex.: “We 
have not sold any fabrics out our way 
for the past five years—and won’t sell 
any. But starting March 1, we will sell 
nothing but white kids until Sept. 1. 
Girls in this little oil town, 40 miles 
from the main road, way out in West 
Texas, are just as style conscious as 
those here in Fort Worth, but they feel 
that the high style shoes are too con- 
spicuous and so stick to the more con- 
servative kinds. We have had no rain 
in West Texas for two years, so the 
dust is six inches deep. That is why 
suedes and fabrics are not popular.” 


* * * 


L. G. Baiby, Bogalusa Stores Co., 
Bogalusa, La.: “For some little time 
we have been satisfying the 7200 em- 
ployees with shoes in our company 
store. A good line of conservative shoes 


Interesting Comment* on Shoe 
Conditions by Some of the Re- 
tailers Who Attended Recent 
Meeting Held in Fort Worth 


and good lines of corrective shoes sup- 
plied their wants, but even company 
stores have to heed the demand for 
pretty shoes, so we now carry a com- 
plete line of novelties. This has brought 
us quite a good deal of cash business 
in addition to our regular trade.” 
* * * 


L. F. Tuffly, Houston, Tex.: “We are 
going to play slacks strong, especially 
those which are all full of holes and 
which can be retailed from $5 down. 
There is plenty of business in these 
Tomboy shoes, for the high school girls 
are passing up the high heel shoes. I 
believe we should discourage the sale of 
pumps as a general wear proposition 
and sell them only as an extra shoe.” 

* * * 


O. E. Tolbert, Caddell’s, Paris, Tex.: 
“Women are getting away from high 
heels very rapidly, even those women 
who have worn high heels for years. 
In my town they are asking for a shoe 
which will serve for several occasions. 
Naturally this means that we are sell- 
ing more walking types of footwear. 
We are selling an increasing number 
of welts and are getting away from 
turns in favor of good McKays and 
cemented processes. With us, men’s 
sport shoes sell from February through 
to September. This year we will hold 
the price on them until September.” 

[TURN TO PAGE 57, PLEASE] 





GUS DANIELS 


Chairman Entertainment Committee 


The Texas-Oklahoma Shoe Retailers Asso- 
ciation have a most active lot of workers, 
especially those responsible for the huge suc- 
cess scored at their recent convention in Fort 
Worth. 

Reading from left to right, we find Presi- 
dent William A. Harris, Washer Bros., giving 
the heel a shine. Standing behind him with 
a dust cloth is Secretary W. B. Taylor, Walk- 
Over. In the shoe with bottle of shoe polish 
is Publicity Director Dave Tandy, Hinkley- 
Tandy Leather Co., while H. E. Knoebel, 
Monnings, a member of the entertainment 
committee is giving the tongue a rubdown. 
Alex Hesselson, The Fair, chairman of the 
hotel committee, is just below him. Standing 
is M. A. Daniels, Walk-Over, chairman of the 
entertainment committee; Glen D. Jones, 
Florsheim, general convention chairman, is 
finishing things up by polishing the toe. 
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By HARRY R. TERHUNE 
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OTHER 
PEOPLES 





IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


MoE shoes will be sold when 
shoe fitters are trained to the im- 
portance of fitting feet to not only 
the right sizes, but to the right 
tvpes of footwear, J. P. O’Rourke, 
proprietor of Foot Health Head- 
quarters, Oklahoma City, told me. 
He was telling of the imperative 
necessity of shoe fitters to recog- 
nize the type of foot before them 
on the fitting stool, and was stress- 
ing the need of keeping the foot in 
a natural condition. 

“The maximum amount of com- 
fort can be given a customer when 
she is fitted to the proper type of 
shoe in which her classification 
falls,” he asserted. “I believe that 
we can do the trade a lot of good 
through educating people and sell- 
ing them on the idea that they must 
have at least one good pair of well 
fitting service shoes. Every woman 
needs a well-fitted walking shoe 
having features. Then we recom- 
mend two pairs of shoes to lots of 
women. This is done, not so much 
to sell the two pairs of shoes, as 
to keep the feet in good condition. 

“The two shoes we recommend 
are, No. 1, a walking shoe with a 
good full toe, a service shoe for 


_around the home or business wear. 


No. 2, a good street oxford with 
a 15/8 heel, a snug fitting shank 
and with plenty of toe room. Then 
for party or evening wear, nearly 
every woman with fairly good feet 
can wear any kind of a dress shoe 
within reason. 


“I have found that since 1928°~ 


people have become more health 
shoe conscious, due to the great 
amount of advertising on this sub- 
ject. During the past three years 
women in general have swung to 
two types of shoes, cheap novelty 
types and the better grade utility 
kinds. 

“People who stuck with us have 
friends who went to the novelty 





POINTERS FOR PROFIT 


Way down in the Southwest, 
where the Spring season already is 
well under way, Field Editor Harry 
R. Terhune has been calling on a lot 
of shoe merchants, and practically 
every call gives him a live tip to pass 
on to other retailers, many of whom 
are scratching their heads right now 
for ideas to help speed the new 
season's sales. 

New ideas keep shoe merchants 
and shoe salesmen up-to-date, 
alert and aggressive. It takes 
effort, energy and initiative to get 
business when competition is keen. 
You may not be able to use every 
plan reported in this department, 
but every now and then you'll find 
some suggestion that will ring the 
bell for you. 





shoes, and our customers are now 
preaching how smart they were in 
being good to their feet and stay- 
ing with the better grades. They 
rightfully claim that they were the 
ones who practiced true economy.” 


OF) ‘ 


NeEWcoMERS to Oklahoma City 
receive a very attractive descriptive 
booklet of the city and welcoming 
letter sent them under the sponsor- 
ship of five different concerns in 
different lines of business. The 
shoe store is Clouse-Stone Co. 

~ In addition to sending out the 
regtilar cooperative advertising, this 
shoe store sends them a colored 
folder of advanced shoe styles. 
This folder is also sent to the store’s 
regular mailing list. Mr. Clouse 
reports that this method of adver- 
tising brings very satisfactory re- 
turns. 


OPI 


THE problem of properly adver- 
tising a shoe store which specializes 
in the better grade shoes and is lo- 
cated in a relatively small town 
such as Bartlesville, Okla., is a 
real one, finds D. V. Swing. News- 
paper rates are around 35c an inch 
with two papers to consider, so 
the setting up of a budget which 
will cover direct mail, outdoor pub- 
licity and newspapers has many 
angles to it. The best results seem 
to come from direct mail, says Mr. 
Swing. The reason for this is that 
his store carries the highest price 
shoe merchandise between Tulsa 
and Kansas City, so he has a trad- 
ing area larger than the daily 
papers’ circulation radius. 

There is no price appeal in this 
store, for they are simply selling a 
style and service proposition. While 
the trade is widespread, the direct 
competition with which this store 
has to compete, is also far flung. 
Bartlesville is the original oil town 
in Oklahoma and has the home 
offices of three major companies. 
Mr. Swing has some competition 
with Tulsa and Chicago, but the 
real struggle comes in matching his 
wares and services with New York 
City. 


OP: 


HERE is a shoe buyer who cleaned 
out his suede stock at practically 
full price and did not disturb the 
rest of the stores in the city in so 
doing. A. B. Hart, shoe buyer for 
Pfiefer’s in Little Rock, is a great 
believer in P.Ms. He finds them 
to be the very best way of keeping 
a stock clean. On the other hand, 
he does not want his boys to get 
too anxious to push P.Ms. so he 
holds each shoe fitter to be respon- 
sible for his fittings. 

This past Fall a P.M. contest 
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TO RETAIL 
$1.50 to $1.95 


| / 
These Maid Stars 
Will eh, Better / 


ALES tell the story . . . already 1935 promises to far surpass 1934, a 
banner year for Dainty Maid. That means hearty acceptance by 
retailer and consumer alike of our smart styles at low prices. 


Study the four attractive models illustrated . . . they're typical of the 
last minute style and amazing variety of the Dainty Maid Spring Line. 
Retailing at $1.50 to $1.95 they offer exceptional value and sales appeal. 





Business is good with us... let Dainty Maid footwear make it better for you! 





When writing advertisers please mention Boot and Shoe Recorder 
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was announced in which a man to 
qualify must sell at least 25 pairs 
in a given time. If he sold 25 pairs, 
he received $2.50, and so on. Sev- 
eral hundred pairs were cleaned 
out through this method, enough 
so that it was not necessary to shoot 
a suede sale until after Christmas. 
A four-day sale after the holiday 
completely cleaned house. 

“Extra prize money saves many 
mark downs and does not cost 
much, either,” said Mr. Hart. 


OPI 


E VERY shoe fitter in the great 
Kempner Shoe Store, Little Rock, 
has an “up” day. That means he 
has first call on every one coming 
in the store, save the regular per- 
sonal trade. This method, James 
Kempner tells me, has worked out 
much better than the way of taking 
turns. Of course there are some 
exceptions to the rule, when certain 
men are assigned to certain classes 
or types of customers. 

The selling theory in this store 
is: “If a man is a real shoe man, 
he can sell women’s high style 
shoes, corrective shoes, and even 
popular priced footwear, just as 
well as he can sell men’s shoes. 
Special people are kept ia the chil- 
dren’s department, as this way of 
selling all over the store does not 
work out so well there.” 

There is no secret to the flexi- 
bility of the store’s sales-force, as 
most of the men have been with 
the store for years, the youngest 
man on the staff being connected 
with the store for six years. No 
salesman here thinks he is too big 
to serve a six-dollar customer just 
as efficiently as he would one buy- 
ing a $14.50 shoe. 

A floor man in a store of this 
nature is obliged to be a real dip- 
lomat, Mr. Kempner pointed out. 
He must be skillful enough to 
match up the right man with the 
particular type of cu:tomer who is 
to be served. 


OPI 


Nor a child has been hurt on the 
streets of Texarkana during the 
past six months. A great deal of 
credit for this is due to the Chil- 
dren’s Safety radio program insti- 


tuted by Gus Kennedy. This shoe 
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man features a daily half-hour 
radio program on the local station 
in which the children are admon- 
ished to use care when crossing the 
streets and in playing on the streets. 
This is all worked out very care- 
fully and made interesting to the 
children and to the parents, so that 
all listen to it. Incidentally, this 
piece of advertising has gone a 
long way in establishing the popu- 
larity of the Kennedy Shoe Store. 


OPI 


HERE is a little study in price 
psychology that was told to me by 
Harry Hayes, who manages the 
shoe department in the Stephens- 
Hayes Co., Coffeyville, Kans. He 
has always carried better shoes, 
with $6.50 being his bottom price. 
Now the store does quite a piece 
goods business, so Mr. Hayes fig- 
ured it out that a woman who buys 
piece goods is a rather thrifty 
buyer and would be a logical cus- 
tomer for $5.00 shoes. Acting on 
this reasoning, a short line of style 
shoes and a full line of arch types 
was added. 

“We sold 500 pairs of these 
shoes in a very short time through 
a direct mail campaign. I found 
that we had been asleep, as hun- 
dreds of women are in the market 
for shoes of this type. Lots of 
women were sold on the idea that 
they must have a good pair of shoes 
to wear around the house morn- 
ings. A good share of our nice 
increase for the past year is due 
to the development of this staple 
trade,” said Mr. Hayes. 


ori 


How to perk up sales was ob- 
served in the shoe store of Nathan 
Rosenberg in Joplin, Mo. A 25c 
P.M. will move shoes, but when an 
additional extra monthly prize of 
$5.00 is hung up for the one sell- 
ing the most P.M.’s, real action 
develops. The same thing works 
out well in selling polish. A bot- 
tle of polish on each fitting stool 
and a monthly prize of $2.50 will 
sell several hundred bottles a 
month. A couple of dozen shoe 
trees retailing at 35c will be sold 
on busy days just by slipping a tree 
in the old shoe and letting the cus- 
tomer do the asking. 


“Pp EOPLE are commencing to ap- 
preciate the many intimate busi- 
ness courtesies extended to them 
by the stores in their home towns, 
especially those stores that have 
long featured the better grades of 
merchandise,” observed O. M. Mills 
of Bartlesville, Okla. Continuing, 
he said: 

“We in the smaller towns cannot 
do the promotional work that they 
do in the big cities, but we can give 
a much closer intimate friendly ser- 
vice. Parking is a major problem 
in big towns and a minor one in 
cities of our size. Many people 
from the surrounding smaller com- 
munities are coming to the smaller 
cities to do their trading, when they 
can find good stocks of branded 
merchandise, instead of going to 
the larger cities.” 

In proving this to be a fact and 
not a contention, Mr. Mills pointed 
out that, taking the United States 
as a whole, only six women out of 
every hundred were potential cus- 
tomers for the grade of shoes car- 
ried in his store, while in his town 
the proportion is three or four 
times that of the nation. He points 
out that this is due to the good 
shoes carried by his three brother 
shoe merchants in the city, and the 
fact of the harmonious relations 
existing among them. 


or; 


lz is possible for a little store on 
a side street to build up a fair 
business if the owner will only de- 
velop his own personality, I learned 
when I visited W. L. Colby in 
Springfield, Mo. Mr. Colby em- 
phasized that such a man must be 
a good fitter, even a little better 
fitter than the average. Here is 
one store that is doing a whole lot 
of business on a_ small stock 
through sizing up at least once a 
week and sometimes once a day. 
Such a line of action has allowed 
this merchant to make a good profit. 


Ori 


[N order to get more customers to 
shop early, the B. & B. Shoe Store 
in Springfield, Mo., gave double 
credits on their Brownbuilt club to 
those customers who bought the 
first two weeks in December. A 
similar stunt will be worked a 
month before Easter. 
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“STYLE 


MINDED" 


... he, and 

thousands like 
him know the 
importance and 


value of choosing 


fine quality... 


ALDEN. SPORTS 


Mosr men select sport shoes 
with greater regard for the ex- 
ternal evidences of able shoe- 
making, fine quality and correct 
styling. It pays to offer Alden 
sport shoes for, like all Alden 
Shoes, they reflect years of experi- 
ence in making fine footwear. 
Alden Sport Shoes are carried in 
stock and retail at $8.50. An illus- 
trated folder will be mailed on 
request. 


THE C. H. 


ALDEN 


COMPANY . 


neers] 
ABINGTON, MASSACHUSETTS 























This Young Man Is 
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National Shoe Retailers 
Co-operative Plan for Merchant with 


A NEW conception has come to men in the industry— 
so vivid, so vital, so clear. It grew out of the thinking 
of some of the young men who are now playing a part 
in the life of the National Shoe Retailers Association. 
These young directors said, “We have no quarrel with 
any protective organizations of the trade; they must 
naturally serve their members. But we in the National 
Shoe Retailers Association are a promotive organiza- 
tion. Our modern motive is to promote accord, to 
promote confidence, and to encourage the presentation 
and sale of footwear to the public.” 

We have valuable contacts with the public through 
representative shoe stores and shoe departments in 
America. We have an opportunity, through these con- 
tacts, to stimulate public thinking in the right direc- 
tion. We have a powerful force for good in every 
county in America. We have something so powerful, 
so immediately effective, that we have but to com- 
mand. We have with country and city newspapers a 
promotive force that is truly great. We have window 
space by the mile to carry our message. We are sen- 
tinels of shoe service in every state of the union. 

These young men then ask: “How can we use this 
modern contact machinery in the betterment of shoes 
and service?” The answer—by coordinating it all at 
National Headquarters, Empire State Building, New 
York City—so that by telegram and communication we 
can get into instant action, if the industrial need arises. 
We have therefore set up this machinery of trade and 


public relations and offer it as a service of the 
National Shoe Retailers Association in 1935. 

This publicity service aids the manufacturers, 
as well as the merchant, and all should share 
its costs through association membership. 

With pardonable pride we believe we have 
rendered service to all industry by our conduct 
of the Semi-Annual Style Conferences, as an 
aid to “The Anticipation of Shoes.” It is per- 
haps more valuable to the manufacturer, for 
it functions well in advance of his selections 
of colors, lasts, and shoe specifications. Later 
the merchant picks up the trend of style and 
joins in the movement for planned production 
and distribution. 

As a service center of the industry, we operate 
an efficient National Headquarters to render 
service to one and all. We help manufacturers, 
as well as merchants, in business contacts. We 
are the only all-industry promotive association | 
in the field of shoe distribution. The consump- 
tion of shoes is our natural field of usefulness, 
and we have the unqualified support of retailer 
distributors the country over. We believe that 
we can honestly come to every manufacturer 
for Associate Membership in our Association, 
for these services are not duplicated elsewhere 
in the industry. 

We have not said a word about the manner 
in which we conduct Conventions and Exhibi- 


Service Center for the Shoe Industry 


Welding the shoe industry into one 
unified force is the great objective 
in 1935. Producer and distributor, 
manufacturer and merchant, have a 
common objective—public footwear 
service. For them to work coldly 





3022 Empire State Building, New York City 
John J. Holden, Manager 









apart is futile. For them to unite is 
logical and economic. Therefore, we 
must fuse in the white heat of com- 
mon sense the manufacturer and the 
merchant to the end that industry 
profit in money and prestige. There 
is an inseparable bond between the 
manufacturer, the merchant and the 
public. 
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Association 


Manufacturer 


tions—the record shows our professional capa- 
bilities. We know the philosophy of the mer- 
chant and buyer, and we give him the kind of 
a show that stimulates and inspires. We per- 
haps offer it only as a by-product, but it is 
nevertheless a tangible accomplishment in the 
betterment of retailing contacts between manu- 
facturer and merchant. 

We solicit Associate Membership from Manv- 
facturers, Tanners, Allied Trades on the basis 
of all-industry interest in the sale of shoes 
through stores to the American public. 

The NATIONAL SHOE RETAILERS ASSO- 
CIATION now enters its 25th and best year. 
We offer you this hand of friendship in 1935. 
We believe that it will weld into firmer busi- 
ness connection the manufacturer and merchant. 
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is reflected in the modish 


HERSNCASHON 


7-eyelet oxford. 


Shoes of this design require 
eyelets .. . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 


they are smooth fitting and 





there is no roughness on the 


inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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RICE-O’NEILL FOR THIS ONE OF THEIR 
SEASON LEADERS PICKED... 


AMALGAMATED BLUE No. 159 


This season has been one of unusually fine design in kid 






shoes. It has been our good fortune to have many outstand- 








ing creations by leading designers made with Amalgamated 
Kid. The shoe shown above was, properly, a sensation at 
the New York show—and we are glad that the Rice-O’ Neill 
Shoe Company, of St. Louis, picked Amalgamated Blue 
No. 159 for it. 


Retailers this season are reaping the benefit of today’s trend 





toward femininity and silk in women’s wear. This is always 






paralleled by the deserved popularity of kid—the footwear 






material which combines high style and comfort. 


AMALGAMATED LEATHER COMPANIES, INC. 
84 Gold Street, New York Wilmington, Del. 


malgamated 
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The Mixed Ensemble Favors 
Combinations 


[CONTINUED FROM PAGE 16] 


the part of the manufacturers in men’s 
lines to coordinate their selling effort. 
The tremendous vogue that the sports 
shoe has had for the past few years 
has definitely inspired them. Just as 
we saw sports shoes worn for town, 
for business and for practically every- 
thing last year, you will see this 
year sportswear in clothing worn for 
town. The free casual atmosphere of 
sports will enter still further into 
men’s dress. Sports hose and sports 
motifs in men’s hose will be sold on a 
larger scale this year with color being 
the most important development. Like 
the shoe, all white will be important, 
with accenting colors in clocks, stripes, 
both zebra and circle colors will be 
featured. Surface interest is being 
developed in the Grenele weaves. Mesh, 
so good last year, should be still bet- 
ter this Summer. You remember how 
smart it was in canary last year, as 
this is to be a color year, this canary 
should be extremely successful in 
sports promotion and might well serve 
as an added impetus to sports shoes 
selling. 

The mixed ensemble favors combina- 
tions. This Summer it will be the white 
linen coat and brown Gabardine trou- 
sers—flannel trousers and Gabardine 
jacket—the white linen coat and dark 
or canary colored linen slacks: prac- 
tically every combination of color and 
materials that mortal man can put to- 
gether. Illustrated is the smart Palm 
Beach sports jacket and Gabardine 
slacks, with a white Panama hat. The 
shirting is a new cotton trill in a par- 
ticularly soft shade of tan. The Brit- 
ish bat bow tie is a combination of 
striping two tones of brown. Canary 
or sand colored mesh cotton socks com- 
plete the ensemble with anyone of the 
seven combination sport shoes shown 
in the panel below. Here is your com- 
bination picture promoted this way: it 
offers some real possibilities. 

Let’s look at the soles. This year you 
will see the efforts of stylists to make 
the combinations more interesting. This 
is important in view of the fact that 
next year will probably see a great 
combination year since the vogue for 
all white should reach its peak this 
Summer. The experimental work for 
the sports shoe season next Summer is 
being done now in Miami and there 
should be some tangible evidence to be 
presented to you for your Summer 
buying. If you will notice there are two 
new treatments in evidence. Note the 
saddle shoe with the interesting tip de- 
tail. It is distinctly a Southern shoe. 
Also, note the white buck plain toe 
with the mahogany trim on lace stay. 
The others are the usual wing and 
straight perforated tip of real interest 
here because of the more subtle dis- 
tribution of color and of the more care- 
ful handling of the perforations, espe- 





cially in the relief of the large white 
areas. Note the relief of its white lace 
on lace style of brown or black. An 
interesting development is the modified 
wing tip. There is much talk and argu- 
ment as to what constitutes a correct 
distribution of color in a combination. 
Geography is the most important con- 
sideration; personal taste is the other. 
A safe rule is to buy what you feel is 
right, knowing your location and type 
of customer, be careful to avoid the 
heavy trim. 

It is well to remember that after all 
a sport shoe is a sport shoe and should 
be light and suggestive of comfort and 
leisure dress. 

Imported sports shoes, particularly 
British types, suffer in this point. While 
custom grades show them as sturdy 
and with a heavier ornate trim. These 
usually are modified and refined with 
a view to selling the American custom- 
er, who is fundamentally a comfort 
buyer. 





The White Ensemble 


[CONTINUED FROM PAGE 17] 


will outsell novelties and combinations 
three or four to one. Here in New 
York where white linen suits were worn 
with great enthusiasm last year, it is 
felt that white may displace the com- 
bination in this ensemble. However, it is 
felt for wear in town, and in New 
York, this is an important sport shoe 
market that the combination is a safer 
shoe than the all white. It is sug- 
gested that there may be a place for 
the gray reverse calf in this impor- 
tant ensemble this year. We hesitate 
to recommend it inasmuch as we feel 
that color should .enter the white 
ensemble only in the slightest degree 
in accessories. The white shoe is the 
right shoe for this costume. 

The all-white buck in any last or any 
detailing is a beautiful shoe, properly 
lasted and detailed it is the ideal shoe 
for spectator wear and the less 
strenuous of the active sport shoe wear. 
We have selected for illustration the 
Ghillie tongue oxford in a very fine 
white China buck with a lava gray 
crepe sole. The popular plain toe sports 
oxford with black crepe sole and that 
fine active shoe the Plug oxford with 
a light weight natural crepe sole. Also, 
we show how the Plug oxford can be 
detailed with a perforated wing tip 
fixing and a black leather sole for spec- 
tator wear. abies 

You will notice in the background 
the latest in sport hose which is worn 
with the shoes shown. 

In the lower half of the sports circle 
is the white buck tennis shoe in the 
best British tradition with stitched red 
rubber sole. In buying this shoe look 
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for a real brick red, because buyers 
of this type of shoe are sensitive to 
this especial color. There is an exact 
shade that they look for. Also il- 
lustrated are custom effects in buck, 
elk and novelty pig, including a square 
tip, a wing tip custom buck with a 
black leather sole, a perforated pig 
grain. The ventilated is shown here 
because it is a splendid example of the 
ventilated sport shoe and should be con- 
sidered in the light of belonging with 
the white ensemble. We will discuss 
other ventilated shoes on succeeding 
pages. This is the white picture. 
Methods of promoting it are numer- 
ous. Suggestions for promoting it will 
be found in other pages of this issue. 





Blue—The 4-Star Hit 


[CONTINUED FROM PAGE 15] 


the treatments developed by the de- 
signer. 

The general feeling is that the 
Marine Blue of this year (the blue for 
early promotion) is the most salable 
shade we have ever had. At last we 
have a blue with enough red in its 
make-up to blend with fabrics, but 
without that unpleasant “Easter egg” 
purple cast. At last we have a blue 
light enough to show up under artificial 
lights, a blue that can’t be mistaken for 
black, under any circumstances! 

The 1935 blue shoe has a definite 
character about it—a freshness, a 
brightness, a trueness that gives it 
unusual sales appeal. 

Problems of matching blue shoes to 
costumes are simplified for the cus- 
tomer by the range of shoe materials 
she can choose from this year. If one 
material doesn’t fit the bill, the chances 
are another will, since the same color 
will give a different effect in different 
surfaces. With blue as important as it 
is, the retailer can carry enough vari- 
ations in leather and fabric to satisfy 
every customer. 

The new basket-weave effects are es- 
pecially versatile, for the play of light 
and shade on these leathers makes them 
blend beautifully into the ensemble. 
The way perforations and stitchings 
are handled this year on the classic 
leathers also makes them adaptable in 
matching. Blue suede leathers, new 
for this Spring, go particularly well 
with the new soft pastel woolens. The 
dull surface of gabardine and linen, 
combined with leather, has the same 
subtle blending quality. 

Now that there are so many navy 
gabardine and twill suits in the pic- 
ture, a navy shoe can sometimes look 
as if it were actually cut out of the 
costume material! For blue costumes 
trimmed with shining touches (we 
are thinking of some woolen suits we 
saw the other day with satin revers)— 
the blue patent shoe is the perfect 
high-style choice. 

When it comes to treatments, the 
promotional feature, of course, is the 
white touch on blue. White stitching, 
white leather trimming, perforations 
[TURN TO PAGE 50, PLEASE] 
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in the 


SPORT SHOE 
FIELD 


Stacy Adams’ shoes are the accepted 

standards wherever the finer qualities 

of footwear are appreciated—whether 

in the most conservative dress patterns 

or ultra-smart sports styles. Among 

the thirty-one numbers carried in our 

Stock Department you will find carefully 

selected styles to meet this demand. Write & RS, , a ald 


Style 0082 


* 
for Spr ing Catalog. LAST: LA ROCQUE ‘ 
LEATHER: ALL WHITE BUCK 
PATTERN: WING TIP OXFORD 
SIZES: AA 8 to 11 


* Custom Shoes for Men « feet 


‘ 
Telegraphic Code: CASHEW 


- +» STACY-ADAMS . .: 


COMPANY 


BROCKTON, MASS. 
When writing advertisers please mention Boot and Shoe Recorder 
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} THE BOX TOE > 


hidden from wWuew 


yet vitally important 
to the appearance and 
comfort of the shoe. 















THE QUALITY BOX TOE 
GC ; 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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ORE comfort—less weight—long 

wear—these Litentuf features 
are the Goodrich answer to what peo- 
ple want in rubber footwear for work 
and sport. 

Goodrich first recognized the need 
for wear without weight in rubber 
footwear. 

Goodrich first developed the Litentuf 
Process in manufacturing heavy-duty 
footwear that is light in weight but 
tough to wear out. 

Goodrich Litentuf Footwear deliv- 
ers the required mileage plus greater 
comfort—flexibility— better fit— neater 
appearance. 

The sales records of thousands of 
Goodrich dealers show that it pays to 
carry rubber footwear with the kind 
of features your customers want. They 
show customers appreciate the many 
advantages of Goodrich Litentuf Foot- 
wear—and are willing to pay a more 
profitable price for quality footwear 
than the ordinary type. You, too, will 
find worthwhile profits in this line that 
puts real value above the lure of cut- 
price competition. 

THE B. F. GOODRICH FOOTWEAR DIV. 


Watertown, Massachusetts 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, 
Mass.; Chicago, IIl.; Cincinnati, O.; Cleveland, O.; 
Dallas, Tex.; Denver, Col.; Detroit, Mich.; Kansas 
City, Mo.; Los Angeles, Calif; Minneapolis, Minn.; 
New York, N. Y.; Philadelphia, Pa.; St. Louis, Mo.; 
Salt Lake City, Utah; San Francisco, Calif.; Seattle, 


Wash.; Syracuse, N. Y 


THE NAME GOODRICH ON 32,000 PRODUCTS IS RECOGNIZED AS A MARK OF 
QUALITY TO CONSUMERS—AND A SYMBOL OF PROFIT TO THE DEALER 








Anklefit Boot Men’s Sporting Boot 





Buckled Mudrubber Plain Mudrubber 









This is one of a series of advertisements giving many reasons why it will be to your advantage to stock and sell Goodrich Rubber Footwear. 





When writing advertisers please mention Boot and Shoe Recorder 
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Do Your Salesmen Work with You? 


down riding boot and could have sold 
more if he could have had them before 
Christmas. This was H. A. Greber, 
owner of the Red Goose Shoe Store. 
As all of this was entirely extra busi- 
ness, I pinned Mr. Greber down as to 
just how he was able to sell so many 
of one kind of a specialty in competi- 
tion with all the other stores doing a 
good job on the same general type of 
merchandise. Some of the other stores 
in Shreveport reported tremendous 
sales in the regular welt riding boots, 
too. 


Successful Boot Promotion 


According to Mr. Greber, he started 
to promote his boots in October. All 
advertisements, all window displays and 
all interior displays featured boots. 
All this publicity connected his store 
with the current vogue for this foot- 
wear, so that when the public started 
to buy boots in his grades they came 
to him. Another reason he cites was 
the fine way in which the manufac- 
turer who made the goods supplied the 
demand. 

These boots were sold in the infants’ 
3 to 8 run, in all white, regular cow- 
boy style, while those for the older 
children and the grown-ups were of 
the regulation riding boot type. Both 
black and brown sold. 

M. Levy Co., a men’s clothing store 
here for the past 70 odd years, first 
started to sell men’s shoes in 1903, then 
they went out for a few years, putting 
shoes back five years ago. It has only 
been in the past year or so, Nathan 
Greenfield told me, that the store has 
made any real shoe progress. Previ- 
ously the management had felt that an 
organization so well known as theirs 
could successfully sell any reliable line 
of shoes under their own name. Since 
adding a nationally advertised line they 
have not only held their own trade, 
but they have attracted many new cus- 
temers to the shoe department. 


Prefer Standard Makes 


Another reason given by Mr. Green- 
field which seems most logical is that 
a number of men, through necessity, 
went to lower prices in shoes. Now 
that they are in a position to pay more 
money, they naturally gravitate toward 
standard brands of advertised shoes, 
rather than spend their money on un- 
named shoes, regardless of the reputa- 
tion of the store. 

There was a decidedly happy and 
optimistic tone in the talk of Hirsch 
and Prater, who operate a men’s shoe 
store under the Florsheim name. The 
partners report a fine showing in units 
and average sales checks. Not only 
that, but they believe the present year 
will far exceed 1934. They are not 
only basing this on the improved tone 





[CONTINUED FROM PAGE 23] 


in trade so much as they are on the 
greatly increased popularity of venti- 
lated shoes for Spring and Summer. 

“While times are getting better, we 
remember there is always a demand 
from the man with a five-dollar bill in 
his pocket for a good pair of shoes. 
And we do not propose to neglect him, 
by any means,” said Mr. Hirsch. Con- 
tinuing, he stated, “We regret losing 
the low-priced trade somewhat, but we 
are glad now that we did not attempt 
to supply that alleged demand. Our 
customers will always remember our 
store as a place where they bought good 
shoes. A man will forget that he paid 
$2.95 or so for a pair of shoes, when 
he was in the habit of paying $5 or 
even $8.75. If he had bought these 
low-priced shoes from us, he would 
have compared the quality and not the 
price, so I figure we are much better 
off now.” 

Believe it or not, right here in 
Shreveport is a retail shoe man who 
never knew there was such a thing as 
a bank holiday or a depression, except 
from what he read in the papers and 
what shoe travelers told him. The 
light is on J. Kay, who has the shoe 
department in Goldring’s. 


Grading Up Policy Succeeds 


When he was not selling shoes, most 
of his time was spent arguing with 
shoe traveling men who were telling 
him he would not last six months un- 
less he put in some shoes to retail at 
$5 and $6. Prices here start at $8.75 
and run up to $18.50, with 80 per cent 
of the business at $11.50 and better. 
Kay’s stock answer was that if the 
country was grading down, he was in- 
tending to grade up. Which he did. 
All the time he kept banging away on 
quality shoes, bags and hosiery in his 
publicity. 

There is no question in the mind of 
this ex-New York shoe man but that 
high quality merchandise is on the up 
and up. More money is in circulation 
and people are spending more of their 
savings, he finds, so he is looking for 
a banner Spring and Summer.” In 
1933, we thought we had a good year 
over 1932, then in 1934 we laughed 
at 1933, and by the way things are 
starting, this year should put all previ- 
ous records in the discard,” Kay con- 
cluded. 

At the present time there are 33 re- 
tail shoe outlets in the center of 
Shreveport, of which 19 are chains, 
nine of these being leased shoe depart- 
ments. Four stores have a top price of 
$12.50, six at $7.50 and in 23 places 
$2.95 is the high price. 

While visiting the Braum-Kidd shoe 
store in Baton Rouge I learned that 
this store had suffered some losses in 
1930-1933, but had recovered enough 
in 1934 to offset all red ink entries. 


A 35 per cent increase in volume and 
a 38 per cent reduction in overhead has 
enabled the proprietors to show a net 
worth as great as four years ago. 

The overhead reduction was not so 
drastic that the store service was crip- 
pled, as a substantial rent reduction 
helped those figures considerably. In 
spite of a slight reduction in wages to 
the salesmen, the boys have made more 
money selling shoes than any other 
store in town, the proprietors state. 

Advertising was one appropriation 
which was not disturbed. Windows, 
too, were kept up to the highest point 
of selling efficiency. With people more 
in a shopping mood, the management 
felt that the store’s publicity should not 
be lessened in any way. 

During the past year the stock of the 
store has been departmentized through 
a perpetual inventory system. The ad- 
vantage of this is that if a department 
is making a poor showing, this condi- 
tion can be discovered at once without 
waiting until after a semi-annual 
checkup. 

“Sometimes a department is not mak- 
ing the profit it should on account of 
too thin a stock; again, we may not 
have the right styles. There are a 
dozen of inner-store reasons why this 
one section is lagging. The immediate 
knowledge that things are not going 
so well leads us to discuss the ‘why’ 
and rectify the error before it has gone 
too far,” said Mr. Braum. 


Blue—The 4-Star Hit 
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underlaid in white—all these dramatic 
white accents are the newest, the most 
typical 1935 development. And this 
treatment is as logical as it is attrac- 
tive with all the new suits and dresses, 
lightened with white “Regency” frills 
and revers, and with the many print 
ensembles splashed with white. Beige 
trimmings, gray trimmings, too, play 
their part in making blue shoes look 
different. And there is a fashion rea- 
son for pale blue (blanté) shoe trim- 
mings in the high fashion note of pale 
blue starched lace trimming on clothes. 

We have a new type of navy shoe to 
promote this year—the swagger blue 
shoe for both town and country. The 
oxford, the step-in moccasin or ghillie 
pattern, the swagger sandal with a 
walking heel and sturdy lines. This 
new type will be worn with these new 
pastel tweeds, with mixed tweeds that 
have blue threads, and, later on, with 
linens and cottons. Blue swagger shoes 
are giving the brown sports and spec- 
tator types some real competition. 

The blue shoe as a sports fashion 
(with sports shoes as important as 
they are) helps substantially to build 
this 1935 volume for blue! 
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%* The Emporium, San Francisco 





A MANUFACTURER IS KNOWN 
BY THE COMPANIES HE KEEPS! 


THE READY, steady sales of W. L. Douglas Shoes, due to 
rugged honesty of workmanship, all-leather construction, 
national advertising, and sensible retail prices, have 
brought leading merchants into the Douglas fold. Spotted 
on the map above are seven of the newest Douglas recruits. 

Douglas styles are really smart, authentic. Slow-shaping 
on the last, with honest leathers instead of flimsy substi- 
tutes, keeps them smart... insures profitable store-traffic 
through constant turning of stock. 

Douglas blacks, tans, and whites will help keep your 
shoe department out of the red in 1935. A varied line of 
wanted merchandise for men, boys, and women. Get on 
the Douglas band-wagon and hear the sweet music of cash- 


register bells. Mail the coupon today for more information. 















* Frank & Seder Company, Detroit 

* Gilchrist Company, Boston 

* Gimbel Bros., Pittsburgh 

* The Leader, Minneapolis 

* The May Company, Baltimore 

* Strawbridge & Clothier, Philadelphia 








W. L. Douglas Retail Prices—Spring, 1935 


MEN’S SHOES...........200000 $3.50, $4.50, $5.50 
Lapy DOUGLAS SHOEFS.............6+ $3.50, $4.85 
*MEN’s NORMAL-TREDG............0000008 start at $7 
*Lapy DoucLas NORMAL-TREDG.............. $6.50 


*With patented, scientific, corrective features 


DOUGLAS 
¥ SHOES 


AMERICA’S FAMOUS SHOE-VALUE 




















The famous price-stamp on 
the soles of W. L. Douglas 
Shoes is a strong selling- 
point. It guarantees hon- 
est value to your customers 
» « « and guarantees your 

* full margin of profit. 





W. L. DOUGLAS SHOE COMPANY, Brockton, Mass. 
Gentlemen: Please have your representative call and tell 
me about the new Douglas Line and Policy. 


Name a 





Address ia aaa leaeimeaiede ‘ — 








City. ae ans cs eee 
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ance sale successful, but also are a 
credit to the store that plans and uses 
them. They stamp the store as a 
modern, up-to-date and enterprising 
institution. And modern people like to 
buy at modern stores. 

Emphasizing this same argument 
some months ago, the RECORDER said: 
“Certainly we cannot place much re- 
liance on the old, traditional type of 
sale window that consisted mostly of 
a mass of merchandise piled in the 
window, with very little thought given 
to arrangement or decorative treat- 
ment. <A few big price posters were 
often the label of such windows in the 
past. For on price the merchant 
pinned his only hope of attracting at- 
tention and pulling in the customers.” 

Today the up-to-date shoe man 
realizes that this kind of window dis- 
play, at sale time or any time, can be 
counted virtually of negative value, so 
far as actual results are concerned, 
except as it may appeal to those con- 
firmed price shoppers who are habitual 
followers of sales. Even conceding 
that such windows may have served a 
useful purpose at some time in the past, 
there are a number of good reasons 
why they should be relegated to the 
category of merchandising practices 
which modern conditions have rendered 
obsolete. 


Style consciousness is a dominant 
characteristic of today’s buying pub- 
lic. People are influenced in their pur- 
chases more by style considerations 
than by thrift considerations. Price 
plays its part, of course, in the selling 
of shoes, but unless shoes are styled 
attractively and displayed in an atmos- 
phere that emphasizes their style 
appeal, many a potential customer re- 
mains unimpressed, regardless of the 
intrinsic value offered in the shoe. 

The RECORDER has never advocated 
long sales or many sales. It’s sound 
merchandising practice to clear stocks 
at the end of a season, but when a sale 
has lost its kick, then it’s time to call 
it off. That’s a good thing to remem- 
ber this year, when the late Easter 
tends to prolong the life of many a sale 
to a point far beyond its usefulness. 
Four good rules to remember might be 
summed up as follows: First, don’t 
have too many sales. Second, when 
you do have one, make it a real sale, 
with worth-while values and honest 
markdowns. Third, don’t drag your 
sales out too long. Fourth, if you must 
have sales, advertise them aggressively 
and display sale merchandise attrac- 
tively, so as to make your clearance 
effective and through it add to the 
prestige and good will of your store. 





Colorful Sports Display 
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The “Vogue for White” display— 
darkest tone, a rich delft blue, sec- 
ondary tone, a flat medium gray made 
by adding a small quantity of lamp 
black to a flat white lead paint. The 
lettering is white and blue on white as 
indicated. 

The dinner jacket display is midnight 
blue, gray and white, with lettering in 
blue and white as indicated. 

The golf shoe display is grass green, 
cream and white. In painting the dis- 
plays, a flat oil paint should be used, 
well thinned out. The compo board may 
soak up quite a quantity of paint. In 
this event it should receive several 
coats. It is important that the surface 
be well covered since it will greatly 
facilitate in painting of the lettering 
on it. Soft pastels can be obtained by 
adding a quantity of flat white to any 
colored paint you may have. Grays of 
varying tones are obtained by adding 
lamp black to flat white oil paint. The 
lettering can be cut out with a jig saw 
from Masonite or lettered directly on 
the prepared surfaces of the display. 

In coloring photostats or photo- 
graphic “blow-ups” use aniline dyes 
or tempera colors, being sure to keep 
the brush strokes even and the areas 
flat. 

Do not construct your displays too 





large from the illustrations which 
were carefully planned. You can make 
a template for cutting the compo board 
by pantographing the illustration to 
the proper size. Your own merchandise 
and the type and size of your window 
should dictate the arrangement of your 
merchandise on these displays. Actual 
placement of merchandise in the illus- 
tration was avoided, so as to present 
the display in a manner that would 
permit construction directly from the 
illustration. 

Sometimes a display can be made 
more interesting by the use of some 
hosiery, golf sticks, or some small ar- 
ticle suggestive of the merchandise 
that is being displayed. 





A Sport Shoe Miscellany 
[CONTINUED FROM PAGE 19] 


for sportswear, both in all-white com- 
binations and colors. Illustrated are 
a genuine pig in a sand shade, having 
a jet black leather sole and heel. This 
should find some vogue in the South 
during the Winter. In a high grade 
shoe it is particularly effective since 
the grain which is most interesting can 
be kept looking bright and clean. The 
plain toe with trimmed lace stay is an 
embossed leather which approximates 
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Must Sale Windows Be Dull? 








very closely a basket-weave. It is a 
decided novelty, the success of which 
is very difficult to prophetize. 

Western and Midwestern stores last 
year did a splendid business on venti- 
lated types. This year there is evi- 
denced in these types the influence of 
the streamlining, both in the applica- 
tion of contrasting trim and the man- 
ner in which the perforations are 
handled. Retailers interested in venti- 
lated shoes will find a wide variety of 
styles, patterns and color combina- 
tions, since the specialty houses that 
handle these types seem to have almost 
limitless variations and lasts and 
patterns. 

Promoted correctly, the sandal should 
be a profitable item this Summer, but 
remember the sandal must be sold as 
an extra shoe. It does not and should 
not take the place of any sport shoe. 
Sometimes a volume business in a 
novelty, like a sandal, means profitless 
quality season. In selling sandal styles, 
bear in mind that if many men are 
going to wear them, they must be kept 
decidedly mannish in their make. If 
a bright color or combination is chosen, 
be doubly careful with the style and 
don’t experiment. Buy a sandal as you 
see it. 

Manufacturers are complaining that 
retailers are trying to combine several 
features from different sandals. Bear 
in mind that the sandal is too new a 
thing to need any adaptation. It is 
essentially a shoe which has not be- 
come common enough to need depar- 
ture from accepted styles. Do not 
stock too many styles. A sandal sale 
will be a snap judgment sale and the 
showing of too many styles only con- 
fuses the customer, causing perhaps a 
resistance to the whole idea. 

Fabrics will enter the men’s field in 
a strong way. We illustrate two very 
high grade men’s sport shoes. Mesh 
and gabardine in combination with calf- 
skin, magnificently detailed for a real 
custom shoe. You will notice the ex- 
pert manner in which the perforations 
are handled in the vamp and foxing. 
With the increase of linen suits and 
gabardine for town wear, some con- 
sideration must be given to the fabric 


- shoe in practically every price range. 


Last year the reliable sail cloth was 
the vogue. It is no reflection on this 
fine fabric that we do not illustrate it, 
but the mesh and gabardine are style 
news this year. This splendid type 
might almost be called a tailored sport 
shoe, if we can approximate this term 
from our sisters, they have a clean cut 
crisp appearance that certainly be- 
longs with our tailored light weight 
Summer sports suits. 

Remember in selling golf shoes you 
are selling a man who is primarily a 
golfer. His interest in style comes only 
after his desire for comfort is satis- 
fied. Do not attempt to sell him style 
until you have definitely sold him on 
the comfort of the moccasin or plain 
toe. The paraphrase of the good verse 
of Rudyard Kipling might suggest a 
piece of promotion to help dress up the 
golfer. 
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Trade Mark 





public wants in this type of leather. 


get the genuine. 


106 Beach Street, Boston, Mass. 








There is only © WE 
Genuine |BUY CIKO 


Registration No. 295780 


Genuine Bucko Calf is made only by the Hunt-Rankin Leather 
Company. Over three years ago we developed and perfected 


this leather for men’s and women’s lined and unlined shoes. 


The deep rich pile and beautiful characteristics found only in 


our genuine BUCKO Calf have proven to be exactly what the 


When you order BUCKO CALF in your shoes, be sure to 


HUNT-RANKIN LEATHER CO. 





SHOE OF BUCKO CALF 
BY C. H. ALDEN CO. 





When writing advertisers please mention Boot and Shoe Recorder. 
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MILLIONS OF CINDERELLAS WILL BE LOOKING FOR 





A SLIPPER TO GO WITH THE NEW SPRING SILKS 


B: a Prince Charming and help Cinderella find her slipper for The Silk Review. 


During the week of March 18th—in department stores, specialty shops, motion pictures, 
newspapers and magazines, the radio, etc.— the silks of spring will pass in review be- 
fore 10,000,000 women. 

Whenever she wears silk—in that smart silk sheer suit for shopping in town—in the silk 


crepon afternoon dress for the matinee or bridge, in that new silk taffeta cocktail suit, 
in that lovely silk chiffon evening dress or in her more intimate apparel, silk negligee 


\ 
: 


or silk lingerie— Cinderella must have a slipper. 


Shoe fabric manufacturers, tanners, shoe manufacturers, jobbers, shoe stores and shoe 


departments—all will be in The Silk Review. 


Make The Silk Review a shoe review—show the right shoe for each of the new silks. 


@ Silk or kid shoes are lovely with the new silk chiffons, silk satins and silk taffetas 
for evening wear. 
Kid, suede, or calf shoes are smart for day-time wear with the new silk semi-sheers 


that look like wool, the silk crepes, silk satins, etc. 


Fabric or buck shoes look well with the new washable silks (some of them look just 


like linen), the silk shantungs, etc., for sports and morning wear. 





The International Silk Guild is cooperating with manufacturers and with thousands of 
department stores and specialty shops. We will be glad to help you work out a pro- 
gram of cooperation with your trade so that 
both you and they may profit by The Silk Review. 





Be sure you are registered to receive the ad- 
: : ; x THE INTERNATIONAL SILK GUILD 
vertising and promotion suggestions. Join The 250 FIFTH AVENUE, NEW YORK, N.Y. 


Please send me (without charge) copies of the ideas 
and promotion material to be sent out for The Silk 
Review to be held nationally the week of March 18 to 23. 


Silk Review. 


Name 


TERNATIONAL SILK GUILD} *” — 


AVENUE NEW YORK. N. Y.| Street 
City. State. 
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Stone Elected Secretary of New 
England Association 


Boston, Mass.—James H. Stone, 
formerly editor and publisher of The 
Shoe Retailer and more recently man- 
ager of the National Shoe Retailers’ 
Association, has been elected secretary 
of the New England Shoe and Leather 
Association and empowered to put into 
effect plans designed to make of this 


e 


JAMES H. STONE 





association one of the strongest and 
most efficient in the allied trades. His 
selection by a committee appointed to 
recommend a successor for the late 
Thomas F. Anderson was unanimous, as 
was his election by the association’s 
board of directors, to whom the com- 
mittee reported. Mr. Stone assumed 
office Feb. 7. 

The committee also submitted impor- 
tant recommendations which will en- 
able the association to function more 
directly and promptly in behalf of the 
shoe and leather industry, among them 
being a breakdown of the membership 
into separate, self-governing groups, 
thus giving to each group jurisdiction 
to act on matters affecting it. 

For this purpose the membership will 
function as manufacturers of men’s 
and boys’ shoes, women’s shoes, tanners 


of sole leather, tanners of upper leath- 
er, tanners’ selling agents, and one 
group to act for members of the allied 
trades. 

It was also recommended that a 
vigorous drive for new members be 
inaugurated at once and committees 
for this purpose representing each 
group of members were appointed. 
These committees will start immediate- 
ly to canvass their respective divisions 
of the shoe and leather industry 
throughout New England. 

Colonel Harold S. Wonson of the 
Commonwealth Shoe and Leather Com- 
pany, Whitman, Mass., president of the 
association, presided at the meeting. 

“The new secretary, Mr. Stone,” 
says the official statement of the di- 
rectors, “has been identified with the 
shoe and leather industry for many 
years. His association with The Shoe 
Retailer as editor of that important 
trade publication, and later as_ pub- 
lisher, made him a well-known figure 
in the industry. When that publica- 
tion was merged with Boot AND SHOE 
RECORDER several years ago, Mr. Stone 
became manager of the National Shoe 
Retailers’ Association, from which po- 
sition he resigned several months ago. 
Mr. Stone is well known in all shoe and 
leather centers, more especially in New 
England, and particularly in Boston, 
which had been the headquarters of his 
activities for so many years.” 

Before adjourning, the board of di- 
rectors adopted the following resolu- 





DATES TO REMEMBER 


Nebraska Shoe Retailers Association An- 
nual Convention, Cornhusker Hotel, 
Lincoln, Neb. ................ Feb. 19-20 


Joint Styles Conference and Tanners 
Council Fall Opening, Waldorf-Astoria 
Hotel, New York ............. April 29-30 


Ohio Retail Shoe Dealers Association 
Annual Convention, Carter Hotel, 
Cleveland, Ohio ........... June 16-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah Ho- 
tel, Portland, Oregon ........ June 17-18-19 








tions in tribute to Mr. Anderson, who 
had been the association’s efficient sec- 
retary from 1909 until late in Decem- 
ber of last year: 

“Be it Resolved, That the New En- 
gland Shoe and Leather Association 
herewith expresses its deepest sympathy 
to his beloved wife and other members 
of his family in this time of their deep- 
est sorrow, and 

“Resolved, Our association pay its 
highest tribute to the fine outstanding 
work built into the history of the past 
25 years by our lamented leader, 
Thomas Fenwick Anderson. To those 
of us who knew him best there is no 
doublt of the final verdict: 

“Well done, good and faithful servant, 
“Enter thou into the joy of thy Lord.” 





New Shriner Line 


Boston, MAss.—The French, Shriner 
& Urner Manufacturing Company, in 
addition to its well-known, high grade 
line of men’s shoes, retailing at $10 
and up, has added another line de- 
signed to retail at $7.00. This new 
line, known as “The Shriner Shoe,” is 
made in the same factory as the high 
grade line, by the same workmen and 
has many of the earmarks of the 
higher grade shoes. A wide range of 
styles will be carried in stock. The 
company has also improved the method 
used in making their crepe-soled sport 
shoe of the Cuban type, known as the 
“Heigh-Ho.” These shoes, of welt con- 
struction, were introduced last year. 


Excelsior May Continue 


PORTSMOUTH, OHIO—There is a 
strong possibility that the Excelsior 
Shoe Co., whose liquidation plans were 
announced recently, will continue its 
business under a new organization, ac- 
cording to reports current here this 
week. In any event, it was stated, the 
process of liquidation would require 
more than a year to complete, and 
meanwhile orders will be cared for as 
usual. 

The Excelsior Shoe Co. is the oldest 
shoe manufacturing concern in Ports- 
mouth and in recent months has been 
employing about 350 persons. Its lines 
of men’s, women’s, boys’ and children’s 
shoes are well known throughout the 
country. 
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Genuine 


Paln Beach Cloth 


RANKS FIRST IN SPRING 
SHOE SELLING 


There’s a definite association in the public mind 
between Palm Beach Cloth and warm weather 
comfort. So great is the demand for this popular 
fabric in the footwear field that many manufac- 
turers are stamping the Genuine Palm Beach Cloth 
trade mark in their Men’s and Women’s shoes as 
an added impetus to sales. 

Nationally advertised and universally accepted, 
Genuine Palm Beach Cloth makes an unusually 
serviceable and smart shoe fabric, on which man- 
ufacturers and retailers wisely capitalize. There’s 
only one Genuine Palm Beach Cloth . . . and we 
are the only distributor. 








Genuine 


Palm Beach Cloth 
Manufactured by Goodall Worsted Co. 
Exclusively Distributed by 


— Gitterman &° Compan Ly 
419 FOURTH AVE. NEW YORK CITY 
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Texas Convention Sidelights 
[CONTINUED FROM PAGE 37] 


Herman Ehlert, Volk Bros., Dallas: 
“T do not think open-toe sandals will 
be as popular as last year, but we will 
sell plenty of them. We feel that pastel 
types are bound to cut into the white 
business more or less because many 
women will buy them as an extra pair. 
We are playing leather heels stronger 
than ever before, as they are being 
made better.” 

* * * 

J. C. Jackson, Connor’s Brownbuilt 
Shoe Store, Tyler, Texas: “We have 
sold a world of new Spring shoes in the 
past month and the buying now is 
starting in earnest with the young wo- 
men. It will be the first of March be- 
fore the young men and the older 
women do any real serious buying.” 

* * * 


W. A. Harris, Washer Bros., Fort 
Worth: “There are two deciding factors 
which will cause us to sell more lasts 
of the wider toe family. Sandals will 
sell better on short coupled wider-toe 
lasts, and then, going into the lower 
heels, we will also detail wider toes.” 

* * * 


George Baum, Corsicana, Texas: “I 
believe that the men are ready to buy 
high-priced air-conditioned shoes. We 
sold plenty last year at $8.50 and this 
year believe we will be able to sell 
more in our top grades.” 


* * * 


Ben Phelps, Shreveport, La.: “I hope 
the average merchant is not overesti- 
mating the amount of white shoes he 
hopes to sell. I believe it is good busi- 
ness to promote little short runs of 
pastel colors and so build up a reserve 
business for the future when white 
shoes will not be selling in the propor- 
tion they are at present. We do not 
expect to sell within 25 per cent of the 
whites we sold last year, as fabrics and 
combinations will more than take up 
this slack.” 


* * 


Gus Daniels, Walk-Over, Fort Worth: 
“J think you shoe men should consider 
the Florida fashion promotion of pink 
and have a sprinkling in your stock, 
as this color will be very important in 
making the extra-pair sale.” 


* * #* 


C. M. Selby, Volk Bros., Dallas: 
“While there will undoubtedly be a big 
sale of men’s sandals this Summer, 
there is a danger in showing them too 
soon. The proper promotion will be to 
first show sports, then ventilated and 
then sandals. A break in promotions 
will help the sale in each class a great 
deal. There is too much eagerness in 
merchandising shoes too early, especial- 
ly Spring and Summer footwear. We 
are going to promote men’s ventilated 
shoes in higher prices than ever before. 
Last year we carried them up to $8, 
and this year we will carry them in our 
Clapp grades. Ventilated shoes are 
here to stay.” 
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Effective Sport Shoe Display 


This attractive arrangement of men's sport shoes was used in a window display 
by Dreyfuss & Son of Dallas, Texas. 





H. L. Baker, H. M. Russell & Sons 
Co., Denton, Texas: “While we carry 
our men’s shoes in a price range of 
from $5 to $10, we believe the oppor- 
tunity to increase volume is in the 
higher-price brackets. We hope to in- 
crease our men’s volume 25 per cent 
by more prolific advertising. During 
the past season we have sold our bet- 
ter shoes comparatively easy, while we 
have had hard work in selling the 
lower-priced lines.” 


Pennsylvania Travelers Elect 


PITTSBURGH, PA.—At a meeting of 
the Pennsylvania Shoe Travelers’ As- 
sociation in their headquarters, Hotel 
Henry, Pittsburgh, Pa., these officers 
were elected to serve during the coming 
year: President, Edward B. Craney, 
Freeman Shoe Corp.; vice-president, 
Herman W. Schuler, United Shoe 
Corp.; secretary-treasurer, Joseph 
Yorkin, William Brooks Shoe Company. 
Directors chosen were: Goodman 
Yorkin, United States Shoe Company; 
Samuel Subow, Brown Shoe Company, 
and Carl Heimberger, Gilbert Shoe Co. 

A meeting and luncheon is held the 
last Saturday of each month in club 
headquarters, with a prominent Pitts- 
burgh shoe merchant delivering a short 
address. A drive for new members and 
plans for a western Pennsylvania con- 
vention are in progress. 


Predicts Demand for Whites 
and Ventilated Types 


DALLAS, TEX.—Dreyfuss & Son have 
ushered in Spring to Southern men 
with this Commerce Street window dis- 


play. Within a few days after the win- 
dow’s appearance, Buyer E. L. Kelton 
was able to predict the coming suc- 
cesses of Spring and Summer in the 
following percentages: 95 per cent 
white and a few brown-and-white styles, 
with ventilated models in the majority. 

“The ventilated shoe will be more 
than ever the Southern favorite this 
year,” Mr. Kelton said. “Its big recep- 
tion in this part of the country is only 
natural because of the relief it gives 
from intense heat.” 

Mr. Kelton has planned a big promo- 
tion in the form of a newspaper and 
window tie-up campaign on white ven- 
tilated shoes for men. He has more 
than doubled his shoe business the past 
two years by close coordination be- 
tween windows and newspaper adver- 
tising in all of his shoe promotions, 
both men’s and women’s. 

Early style acceptance of women’s 
shoes which Mr. Kelton has been able 
to judge by reacton to his Spring win- 
dow displays brings blue into unusual 
prominence. “For early Spring, Texas 
women are buying 60 per cent blue, 20 
per cent black and 20 per cent brown,” 
Mr. Kelton said. “Soon they, too, will 
be buying 95 per cent white. We are 
of the opinion that late Spring will 
bring brown and white women’s shoe 
sales up to 3 per cent, with blue-and- 
white combinations in the 2 per cent 
class.” 

Mr. Kelton has found during his 28 
years of Spring shoe promotions that 
too many lines and too many styles are 
confusing to both men and women cus- 
tomers. “We concentrate on three lines 
and really promote them,” he said. 
“This keeps our customers from being 
muddled about the Spring style pic- 
ture.” 
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EXTRA FINE QUALITY 
PIG LEATHER INSOLE 

















You Repeat Your Profits with 
“America’s Finest Comfort Shoes” 
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‘The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, “cushion and "nail-less" 
features are virtually non-competitive. Send for our Catalog of 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Men's and Women's Shoes. 


Beware of Imitations 





Koh 


<oln Wy Matic 


SCIENTIFIC SEWED 
HEEL SEAT 
and VENTILATED NEW SPRING 100% NAIL-LESS HEEL 
AT FOUL_AM Vents Give AND ELASTICITY SEAT, NO NAILS TO 
VENTILATION CIRCULATION TO EVERY ‘STEP PUNCTURE FOOT y O U R 
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CUSHIONED SHOES ; 














MODERNIZE 


Bring your shop up to date—just as you keep your stock 
up to date. They both pay profits. HOWELL CHROM- 
STEEL Chairs and Fitting Stools are new, smart, practical 
and very moderately priced. Write for photographs of 
installations, costs, etc. 


HOWELL 
















SHOE DEPARTMENT 


GENEVA, ILLINOIS °¢ 




















Whats 
Selling 


Patent Sandals for Spring 


OKLAHOMA City, OxLa—A _ few 
warm sunshiny days has opened up 
Spring selling in earnest. Some defi- 
nite trends in women’s styles have 
been made evident from this volume 
selling, reports W. O. Early, shoe buyer 
for McEwen-Halliburton Co. 

The peak volume is centered around 
black patent leather sandals, a style 
which will continue to be good until 
Easter. Mr. Early is one of the buyers 
who anticipated this demand, so is 
reaping a harvest of sales for these 
general purpose shoes. 

Blue kid in sandals, gore pumps and 
cutout step-ins are giving the patent 
leather strong opposition for the lead. 
Some of these shoes are all blue, while 
the great majority are blue and white 
fittings. 

Everything is trimmed shoes, par- 
ticularly in the fabrics and the sport 
footwear, continues Mr. Early. He also 
is finding quite a flurry in brown and 
blue Swirl trimmed in white. Two 
little Milan cloth shoes are also prov- 
ing big early sellers. One is a black 
and grey, while the other is a grey 
and brown combination. For sports 


wear, Neo-pig is vutstanding when 
combined with matching patent leather, 
such as brown pig with brown patent 
leather, together with the blue and 
black colors. 

Stocks are so low, that everything 
the customers are buying are new 
goods, a condition which has done much 
to stimulate early buying, finds this 
seasoned shoeman. 

February selling is mostly confined 
to $6.50 prices, while March will see 
the $8.50 and $10.50 prices take the 
lead, then to drop back to a tremen- 
dous white season centering around the 
$6.50 mark. 


Sandals Big in Buffalo 


BuFFALO, N. Y.—“Its been one of 
the largest and most profitable foot- 
wear seasons we have enjoyed in many 
years,” declared Floyd A. Page, shoe 
buyer for J. N. Adam & Co., the larg- 
est department store in the city. “One 
factor which contributed largely to 
this increase in sales volume has been 
the demand for evening footwear, con- 
fined largely to sandals in a variety of 
colors. Customers have been buying 
two and three pair of these colored 
sandals to match their evening gowns 
and we have been promoting them in- 
tensively as a high style item through- 
out the season.” 

Aaron Rabow, general merchandise 





manager of Sattler’s, Inc., the largest 
department store in the Broadway 
community section, likewise reports a 
sharp upturn in sales volume through- 
out the Fall and Winter season with 
January business running well ahead 
of the corresponding period of last 
year. 

“Our 1934 sales reached a new high 
peak in the history of our business 
dating back for two score years or 
more,” said Mr. Rabow. “While the 
increase was general throughout the 
store, the men’s, women’s and children’s 
footwear sections enjoyed a slightly 
larger gain than many other depart- 
ments. These departments have been 
enlarged and we are planning even 
greater increases for 1935,” 





To Manage Harrisburg Store 


HARRISBURG, PA.—Announcement has 
been made by Klevan Brothers of the 
appointment of William (Babe) Kle- 
van as manager of the Harrisburg 
store, 23 North Third Street. Mr. 
Klevan has been associated with his 
brothers in the management of the 
Altoona store for 10 years. He will be 
assisted: in the management of the local 
store by Miss Janet Arnold, well known 
as an experienced shoe stylist. Klevan 
Brothers feature women’s footwear, 
handbags and hosiery of the finer 
grades. 
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Store 
Changes 


Stamford Firm Incorporated 


STamrorpD, COoNN.— The Stamford 
Shoe Co. has been organized here to 
operate the retail shoe business at 200 
Atlantic Street, formerly conducted un- 
der the name of Packer’s Shoe Store. 
The corporation has authorized capital 
of $50,000, with $2,200 paid in. S. 
Packer is president and treasurer, and 
Bernard Packer, secretary, with Ray- 
mond Packer as a director. All are of 
New York City. 





To Enlarge Haas Store 


OmaAHA, Nes.—The shoe salon of 
Haas Brothers store will be at least 
doubled in size as part of the exten- 
sive remodeling of the entire store. 
These changes will be completed about 
Feb. 10. 

Partitions are being torn down 
throughout the store and the parti- 
tion dividing the shoe salon from the 
store proper is one that is being re- 
moved. These changes will make the 
shoe salon more commodious and more 
comfortable for patrons. 


Adds Nunn-Bush Line 


PASADENA, CALIF.—Alen Metzer, man- 
ager of the men’s shoe department in 
the F. C. Nash and Company depart- 
ment store here, has added the Nunn- 
Bush line to his stock. He announces 
that sales during 1934 were 35 per cent 
above those of 1933 and the Christmas 
season saw a similar increase. 








Leed's Reopens 


SAN FRANCISCO—Leed’s, exclusive 
women’s shoe store, has reopened in 
a modernistic store at 877 Market 
Street. Former location, 893 Market 
Street, will be opened February 1 by 
Burt’s Shoes for Women, featuring a 
one price line. 





Shoe Firm Incorporated 


BRIDGEPORT, CONN.—Saul I. Smith, 
proprietor of Smith’s Boot Shop, 1192 
Main Street, has incorporated his busi- 
ness under the name of Smith Shoes, 
Inc., with authorized capital of $50,000, 
of which $3,000 is paid in. Mr. Smith’s 
store has been in its present location 
since April, 1931. Prior to that time 
he operated for more than eight years 
at 1324 Main Street. 





New Store at Ravenna 


RAVENNA, OHIO—A new family shoe 
store was opened at 222 West Main 
Street, Ravenna, Ohio, about Feb. 1, 
by Ben and Herbert Markowitz. Both 
parties have had several years experi- 
ence in the shoe trade. Robin Hood 
and Gold Standard shoes are’ to be 
offered. 


BOOT AND SHOE RECORDER, February 16, 1935 























The merchant gets just that in our footwear. And in sev- 
eral ways. Quality of materials, fashioned into clean fitting 
stylish shoes by expert Union American craftsmen, comes 
first; excellent service to those favoring us with their con- 
fidence and their business naturally follows; and at a com- 
parable price which nets the merchant a longer margin. 
And another value, please remember, is the national buy- 
ing power of Union Men and their friends for Racine Union 
Made Shoes! 


AUTHENTIC AMERICAN GRADE TO RETAIL AT $4.00 
MAKERS OF 20 IN-STOCK DOCTOR SHOE STYLES 


R114—Cream white Rue 
Buck No. 17 aie 


In-Stock AA-D. .$3.15 ea taes 
New Catalog on request. ae 
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Sao 


163 ree 1902 
In-Stock 
Styles 





RACINE SHOES TO RETAIL AT $5 TO $6.50 
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Business 





e good buy 
in PHILADELPHIA 


YOU men who recog- 

nize good values in- 
stantly have labeled 
The Vendig a "good buy 
in Philadelphia" — and 
this is why! 


4/NEW and MODERN— 


225 large outside rooms each 
with bath, ceiling fans and 
window screens. 


4»/MODERATE PRICE— 
single from $2.50, double 
from $4.00, and sample rooms 
from $5.00. 


4/CONVENIENT — one 


square from Reading Terminal 
and Broad Street Station. 


HOTEL 
VENDIG 


13% & Filbert Sts. 
Philadelphia, 
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Ohio Convention Program Set 


CLEVELAND, OHnI0—Officers of the 
Cleveland Shoe Retailers Association 
and Clarence Faflik, president of the 
Ohio Retail Shoe Dealers Association, 
met Feb. 1 and appointed committees 
to handle arrangements for the Ohio 
Association convention in Cleveland, 
June 16-18. 

M. J. Bender of the M. J. Bender 
Shoe Co., is chairman of the Advertis- 
ing Committee; L. A. MeDal of the I. 
Miller store, chairman of the Enter- 
tainment Committee; Ross Filion of 
the May Co., chairman of the Program 
Committee; J. Harold Roberts of the 
Stone Shoe Co., chairman of the Pub- 
licity Committee; A. V. Holbrook, Jr., 
of the Cleveland Stetson Shop, chair- 
man of the Registration Committee; 
Murray Bender of the Lindner Co., 
chairman of the Style Show Committee, 
and Walter Jehlicka of the Stone Shoe 
Co., chairman of the Ticket Committee. 

In addition there will be an Ex- 
hibitors Committee composed of travel- 
ing men, who will name their own 
chairman. Regional committees will 
also be established in various Ohio 
cities to promote regional interest in 
the convention. A convention program 
will be published open to advertising 
of all kinds. The registration fee will 
be $5, covering everything. Sales people 
may obtain tickets at $2, entitling them 
to the banquet and style show. The 
convention will be held at the Carter 
Hotel. 

The complete program is as follows: 


Sunday, June 16—Registration and 
inspection of exhibits and renewal of 
old acquaintances in the morning. 
Board of directors meeting in the after- 
noon. 

Monday, June 17—Inspection of ex- 
hibits and ladies entertainment pro- 
gram including a shopping tour, under 
the direction of Mrs. Clarence Faflik, 
in the morning. Retailers and ex- 
hibitors luncheon in the ball room at 
noon including speakers program. In- 
spection of exhibits and ladies theatre 
program in the afternoon. Exhibitors 
style show in the Rainbow Room in the 
evening. 

Tuesday, June 18—Inspection of ex- 
hibits in the morning. Meeting of offi- 
cers, directors and committees at noon 
luncheon, including election of new of- 
ficers. Big general meeting in the ball 
room in the afternoon with outstand- 
ing speakers program and discussion 
of the shoe trade. There will also be 
an inspection of exhibits and a bridge 
party and tea for the ladies. The big 
state association and exhibitor’s ban- 
quet will be held in the Rainbow Room 
at night. M. A. Mittelman, president 
of the National Shoe Retailers Asso- 
ciation, will be speaker at the banquet. 
Dancing will follow the banquet in the 
ball room until 2 a. m. 

The Cleveland Association, hosts to 
the convention, are working to com- 
plete details at an early date. An at- 
tendance surpassing all previous rec- 
ords is expected. 





Post-Card Proves Productive 


ATLANTA, GA—A penny post-card 
advertisement from the George Muse 
Clothing Company served to kill two 
business birds with one stone, as it 
were, and illustrates a new type of 
advertising being done by this aggres- 
sive—and progressive—retail organi- 
zation. 

For many years, the George Muse 
Clothing Company had been sending 
out direct-mail sale advertising in the 
form of statement enclosures. One 
year ago, Robert E. Martin, advertis- 
ing manager for the firm, determined 
to get away from this system. He 
points out that, at best, interest is di- 
vided in such instances between the 
statement and the advertising, and in 
a large number of cases, the statement 
kills the interest in the advertising. 

It was necessary, however, that 
whatever substitute was found for the 
statement enclosure should not be too 
expensive. 

The result was the penny post-card. 

Used by itself, the penny post-card 
might not make an advertising story. 
Many stores use penny post-cards. But 
the manner in which Mr. Martin used 
it is different—and successful. 

He uses the penny post-card in con- 
nection with Advance Courtesy Days, 





sending it out four or five days in ad- 





vance of the time when the sale adver- 
tising “breaks” in the local news- 
papers. Customers are pleased at 
being allowed “in” on the sale in ad- 
vance, and appreciate the fact that 
they will have an opportunity to make 
their selections before the shoes have 
been “all picked over.” 

And, at the same time, Muse’s has 
found that, when penny post-cards are 
used in connection with advance cour- 
tesy days, the newspaper advertising 
itself can be materially reduced with- 
out any loss in sales. 

That’s why the idea kills two birds 
with one stone, so to speak. 

It has increased the efficiency of the 
direct mail sales advertising 100 per 
cent, at least. And it has decreased 
the amount which must be spent in 
newspaper advertising—always an ex- 
pensive proposition—often by as much 
as 50 per cent. 





New Manager 


HUNTINGTON Park, CALIF.—R. D. 
Barkiahl, formerly in the Stoner Shoe 
Store at Fourth Street and Broadway, 
Los Angeles, is the new manager of the 
Stoner store at 6227 Pacific Boulevard 
in this city. R. Goldman, formerly 
manager here, has been transferred to 
the store owned by the same company 
in Long Beach. 























About People 


Planco Joins La Valle 


New York—Murray N. Planco has 
joind the staff of La Valle, Inc., in an 
assistant capacity on sales and styling. 





Made Store Manager 


Youncstown, Onto — Alfred H. 
Meyer, assistant manager at Berlands 
Shoe Store, Inc.,. 137 West Federal 
Street, has been named manager of 
the store. 

Mr. Meyer has been an employee of 
the company for five years, coming 
here from Pittsburgh. William F. 
Rook will become assistant manager. 





J. W. Lawrence Heads Hartford 
Shoe Merchants 


HARTFORD, CONN.—James W. Law- 
rence, head of James Lawrence & Son, 
who has been a shoe retailer in this 
city for 40 years, was re-elected presi- 
dent of the Hartford Shoe Retailers’ 
Association at its annual meeting Jan- 
uary 30 at the City Club. Louis Good- 
man, Sterling Shoe Store, and George 
Minnery, Cantilever Shoe Store Co., 
were re-elected secretary and treasurer 
respectively. 

Thomas S. Childs, The W. G. Sim- 
mons Corp., and Herman Salvin were 
elected first and second vice-presidents, 
respectively. Members of the board 
of governors include E. R. West, Stei- 
ger’s; J. M. Armstrong, Manning-Arm- 
strong; W. B. Berry, Battey’s; T. J. 
Mildren, Horsfall’s, and P. L. Mul- 
doon, Douglas. 

President Lawrence appointed a 
committee composed of Messrs. Min- 
nery, Goodman and Childs to obtain 
Spring style information and endeavor 
to have it published in local news- 
papers. The same committee was also 
instructed to consider plans for observ- 
ance of National Foot Health Week. 
Another meeting of the association will 
be scheduled about a month before 
Foot Health Week in order to work out 
a detailed program. 

Marshall Mott, manager of the Hart- 
ford Better Business Bureau, ad- 
dressed the association on the Retail 
Code, discussing the manner in which 
it has functioned and the problems 
which are being met. 





McFarland Resigns 


PORTLAND, ORE.—Well-known as the 
buyer of shoes for the downstairs store 
at Lipman, Wolfe & Co., of this city, 
R. C. McFarland has recently re- 
signed from this position. Prior to 
foining Lipman, Wolfe & Co.’s de- 
partment store, he had been con- 
nected with the J. C. Penney Company 
for several years. 
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"HONEST ALL 
THROUGH 


Genuine Buckskin Wing 
tip oxford. Leather 
heel. New York last. 


Once again Emerson scores with 


sport shoes for young men. Nifty 
looking from toe to heel—swanky 
patterns—Quality made by expert 
craftsmen. Priced to give you the 
greatest all-round value that it is 
possible to obtain in footwear 


selling at 
$4 -35 8G 
EMERSON SHOE Co. 


DIVISION R. P. HAZZARD CO. 


GARDINER, MAINE 


BOSTON SALESROOM 119 LINCOLN ST. 
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Shoe Trees 
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Moccasin Footwear 
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WATERPROOF CAMP 
MOCCASINS 

with patented 
Orthopedic Soles 
New Illustrated 
folder, showing 7 
specialized styles 
in stock at low 
prices, sent on 
request. 














McCONNELL 
MOCCASIN CO. 
Auburn, Maine 4 
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Hosiery Protectors 
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ROMNOUNCED WALK-EASY 
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ORDER FROM 
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Manufactured by 


Onondaga Hide & Leather Co., Syracuse,N. Y. 




















Obituary 


Garrett Wiers 


Garrett Wiers, 80, a custom shoe 
builder in Kalamazoo, Mich., for many 
years, died at his home in Kalamazoo 
January 14. Wiers was a native of 
the Netherlands, coming to this city 
60 years ago. Surviving are the widow, 
three sons, and one daughter. 
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Myer Siegel Installs Department 


Los ANGELES, CAL.—Myer Siegel 
and Company, which recently moved 
into a splendid new six-story-store at 
West Seventh and Olive Streets, has 
installed a fine shoe department for 
women on the main floor. 

The line is complete and compre- 
hensive, featuring only quality mer- 
chandise. C. F. Sullivan, formerly 
associated with the Winkelman factory 
at Philadelphia, has been appointed 
manager. Mr. Winkelman has brought 
a corps of helpers with him from the 
East to assist in the department. 

The new department is elegantly 
furnished. The walls are of polished 
mahogany bordered in citrus yellow. 
Fixtures are noticeably modern, the 
lighting fixtures being of marked mod- 
ernistic pattern. The carpet is in pea- 
cock blue, the upholstering in striped 
materials. Display sections, or shadow 
boxes, inset in the walls are really 
glass cylinders and will be used to 
show the shoe of the moment. Acces- 
sories, such as hat, gloves, and bag 
will be grouped about the central pair 
of shoes. 

Style highlights, according to Mr. 
Sullivan, will feature short vamp and 
rounded toe models. He will stress also 
black patent leather for street and 
semi-formal wear in both pumps and 
ties. 

Navy blue both in solid color and in 
combination is being played up con- 
sistently and conspicuously. Brown 
with white is also classed as important 
by Mr. Sullivan. 

Outstanding in the active sportswear 
group is a white buck trimmed with 
navy blue alligator and made with a 
flat, white, composition sole. 

All models will be restricted to a 
limited number throughout the entire 
line and no model will be repeated, Mr. 
Sullivan reports. 

Tall girls are to be given special at- 
tention in this department, for flat, 


baby heels are being featured con- 
spicuously. These are featured both in 
formal and in daytime fashions. 

Much is being made of cocktail shoes, 
a favored number being a black crepe 
silk or gabardine with wide T-strap 
and open shank neatly trimmed with a 
narrow silk braid. Evening sandals in 
gold and silver kid combined with white 
brocade are prominently featured. 


Custom Department 


For the benefit of the most fastidious 
a custom order service is being main- 
tained, the customer being able to order 
any number shown jin stock with varia- 
tions to fit individual tastes. The cus- 
tomer may also submit her own fabric 
for custom-made shoes. 

Practically all Seventh Street win- 
dows were used for a few days in intro- 
ducing the department and a heavy 
advertising campaign has been inaugu- 
rated to inform all Myer Siegel cus- 
tomers of the innovation. 

Prices begin at $8.50. The location 
is considered one of the finest in the 
city and is immediately adjoining 
Gude’s. The trend toward Seventh 
Street locations for the better shoe 
stores in the downtown area is marked. 
Mr. Sullivan is confident that the 
prestige of the store, long established 
in Los Angeles and Hollywood, war- 
rants the installation of this depart- 
ment. 

Myer Siegel and Company operates 
four stores in the metropolitan area. 
In addition to the main store is the one 
in Hollywood, the one on Wilshire 
Boulevard and the one in Pasadena. 
Myer Siegel, who established the com- 
pany and built it to its present pres- 
tige, died recently and Seymour J. 
Siegel is now vice-president and general 
manager. The stores are classified as 
very high grade department stores for 
women. 





Helps Solve Complaint Problem 


OMAHA, NEB.—The troubles encount- 
ered with “fitting customers too short” 
has been overcome at Haas Brothers, 
according to J. B. Heidkamp, manager 
of the Shoe Salon of that store by a 
system of marking shoes which are sold 
to customers over the protest of the 
salesman. 

When a woman insists that she 
wears a certain size shoe when the 
judgment of the salesman tells him she 
should have a larger shoe, the size 
she demands is sold her but a small 
mark is placed on the bottom of the 
shoe and when she returns it, as she 
almost invariably will, that mark ex- 
onerates the salesman and gives the 
manager a means of explaining the 
error to the customer. If the mark 
does not appear, the salesman who 
sold the shoe is immediately dismissed. 


Aid Injured Fellow-Traveler 


Fort WortH, Tex.—A _ wonderful 
display of good fellowship was brought 
to light at the recent convention of the 
Texas-Oklahoma Shoe Retailers Asso- 
ciation. and the Southwestern Shoe 
Travelers. Paul B. Schroeder, who 
travels for the Acme Shoe-Co., was 
seriously injured in an automobile 
while making his regular territory. 
When it became noised around that 
Schroeder would be confined in the hos- 
pital for a number of months, three 
brother shoe travelers, members of the 
Southwestern Shoe Travelers Associa- 
tion, volunteered to take his line on 
the road and also to sell it at the con- 
vention with all commissions reverting 
to Schroeder. 

The three salesmen were: W. T. 
Stephenson of Johnson, Stephens & 
Shinkle; Roy Sundling, of Brauer 
Bros., and Nat Cohen of Red Cross. 
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O.S.|. Retailers Gather for 
Conference and Banquet 


Fort WortH, Tex. — Orthopedic 
Shoes, Inc., makers of Ground Gripper, 
Cantilever, Physical Culture and Dr. 
Kahler Shoes, held its regular annual 
Southwestern dealers’ get-together and 
banquet Tuesday, Feb. 5, in the Texas 
Hothel. 

This event is an annual affair. It is 
held coincidently with the combined 
convention of the Texas-Oklahoma Shoe 
Dealers’ and Southwestern Shoe Trav- 
elers’ Associations. Its purpose is to 
provide an opportunity for the execu- 
tives of the company to sit down with 
the dealers in this section for a mutual 
discussion of individual problems at 
first hand, for it has always been the 
policy of the company to formulate its 
policies upon the constructive results of 
such conferences. 

Thomas B. Wright, president of the 
company, welcomed the guests and out- 
lined briefly the. effect that recent deci- 
sions made by the Federal Trade Com- 
mission on the manufacture and sale 
of corrective footwear may have on the 
business of O. S. I. dealers. 

H. C. Segur, sales manager, who is 
on his way back to New York by motor 
from an extensive tour of the Pacific 
Coast where he contacted, for the same 
general purpose, all west coast dealers, 
outlined the benefits which both Ortho- 
pedic Shoes, Inc., and its dealers have 
obtained from similar intimate discus- 
sions of common problems. 

L. B. Emerson, advertising manager, 
presented the company’s advertising 
policies for the coming year and an- 
nounced the completion of a popular 
three-reel moving picture entitled “Joy- 
ous Walking” for the use of dealers 
everywhere in a campaign to make the 
public more personally foot conscious 
and to acquaint them with the benefits 
to be derived from the features built 
into O. S. I. brands. 

Dr. J. H. Styles, Jr., medical di- 
rector, told of his appearance before 
the Federal Trade Commission as an 
expert witness for the Government in 
its campaign against misbranded “Doc- 
tor” and so-called orthopedic shoes 
which do not embody standard ortho- 
pedic principles. 

Among those present at the gather- 
ing were: Mrs. H. C. Segur, New York, 
N. Y.; Mr. and Mrs. J. P. O’Rourke, 
Oklahoma City, Okla.; Hugh Pickell, 
El Paso, Tex.; Dr. James Hay, Wichita 
Falls, Tex.; J. W. Showalter, Kansas 
City, Mo.; M. W. Edwards, Arlington, 
Tex.; Mr. and Mrs. A. L. Wiskochil, 
Dallas, Tex., southwestern representa- 
tive, Orthopedic Shoes, Inc.; Mr. C. 
W. Bass, Dallas, Tex.; Mr. Louis Keir- 
sey, Fort Worth, Tex.; Dr. and Mrs. 
F. A. McKee, Forth Worth, Tex.; Mr. 
and Mrs. Harry R. Terhune; Dr. Gil- 

bert Taylor, Tyler, Tex.; Miss Rose 
Mann and Mrs. Laughlin, Dallas, Tex.; 
J. J. Jerabek, Fort Worth, Tex.; Mr. 
and Mrs. E. M. Evans, Dallas, Tex.; 
Bert Jones, Enid, Okla.; Dr. and Mrs. 
Howard Johnson, Enid, Okla. 
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PAT. OFF. 


The world’s smoothest shoe salesman 


Thousands of shoe retailers who bought Trimfoot because 
it yields 100% as a profit-making accessory now recognize 
that it is most valuable as an aid to shoe sales. 


When callouses and metatarsal pains interfere with the 
smooth progress of a sale, they resort to a new type of T.O. 
—the T. O. (turnover) to Trimfoot—and the difficulty dis- 
appears. 


More than 75% of women and a sizeable percentage of men 
are tortured by metatarsal pains and callouses. You are 
severely handicapped in efforts to sell these customers. 
They fail to realize that the fault is with their feet-— not with 
your shoes. 


When your customer complains, “I like the shoe —but it 
doesn’t seem to fit,” slip in Trimfoot and save the sale! 


A SUPER SALESMAN 


In stores where Trimfoot has been given the chance to work, 
it is not merely making and saving sales— it is also speeding 
up sales, it is minimizing returns 
and complaints, and building new 
business by word-of-mouth. 


Any intelligent salesman can fit 
Trimfoot successfully and quick- 
ly. Simply try in the shoe to 
check exact position of the met- 
atarsal. Pull off paper protecting 
adhesive and apply. Once ap- $ 

plied, Trimfoot sticks in position List Price 6 
for the life of the shoe. 





Dozen Pairs 


: Retail Price $] 00 


Order a few trial pairs now! Write to- 
day for the Free booklet, ““Here’s How.” Pair 


WIZARD COMPANY 
ST.LOUIS, MO. * + + WALSALL, ENG. 






Men's Shoes 
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Men's and Women's 
Slippers 
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EVANS’ SLIPPERS A 
Hand turned — Cement A 
Padded Sole A 


For Men, Women, Children 


77 Styles in Stock 


Send for Catalog 


No. 1435R 
Tan Kid. 
Hand Turned. 
5-18. C. D.-EE, 
$2.40 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 








Sees Brown and Blue 
Battle for Second Place 


CoLumBus, On10—“Everything points 
to a big blue season,” declared Theo- 
dore Schlesinger, buyer of women’s 
shoes at the Morehouse-Martens Co., 
discussing early Spring trends. “When 
the season is over, however, we believe 
that black will show up best in volume, 
with brown and blue fighting it out for 
second place.” 

Mr. Schlesinger believes that the blue 
kid and the blue lightweight calfskin 
will be the best features early in the 
season. Later on, sandals are expected 
to become quite important, especially 
the T-strap effects. He does not believe 
that two-tone effects will cut much fig- 
ure early in the Spring season, al- 
though later white with blue patent 
leather trims or brown patent leather 
trims will be good. For spectator wear, 
the all-white will probably be upper- 
most in Columbus sales. 
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Retailers Hear About Leathers 


BALtTImorE, Mp.—The monthly meet- 
ing of the Associated Shoe Retailers of 
Baltimore, held at Howard Hotel, 
Thursday evening, Feb. 7, was ad- 
dressed by J. V. Lobell, leather techni- 
cian of the Cavalier Corp. 

Raw hides from different parts of 
the world were exhibited, as were the 
tanned but unfinished leathers from 
several countries. This demonstfation 
was followed by an exhibition of the 
new finished leathers now so prominent, 
and a complete description was given 
showing why new leathers were coming 
out in greater numbers each year. 
Their sales possibilities for increased 
pairage were indicated, and also the 
tanning and finishing operations were 
thoroughly explained. 

Some of the well-known leathers ex- 
hibited were: The new Llama Calf and 
Calfalope of Barret & Co., Newark; 
new grained leathers from the R. Neu- 
mann Leather Co. at Hoboken, N. J.; 
white kidskin from Levor, silver and 
gold paisley leathers from Amalga- 
mated, colored kidskins from Allied, 
pure white genuine buck from the 


Adams Leather Co., Bucko and calf 
leathers from the Hunt-Rankin Leather 
Co. of Massachusetts. 

The meeting was most enlightening 
to a great number of the merchants, 
and they engaged enthusiastically in 
the open forum where all questions 
were answered after the formal 
meeting. 

At the conclusion, it was decided that 
the speaker should be invited again, at 
which time, not only merchants, but 
also their salespeople, would be invited, 
and by such a meeting the knowledge 
of the basic materials of which all 
shoes are made would be increased, 
and better service to the consuming 
public would result. 

Mr. Lobell, president of the Cavalier 
Corp., has just returned from an ex- 
tended tour through Texas and Mexico. 
He stated that the interest exhibited on 
the part of shoe merchants everywhere 
toward things of an educational nature 
was indeed refreshing and betokened 
well for the future of the retail shoe 
business, 





Cooperation With Chiropodists 


DayTon, On10—Closer cooperation 
between the shoe retailers and the 
chiropodists in Dayton, Ohio, is the 
plan of Claude Munsur, president of 
the Dayton Shoe Retailers Club, who 
expects to have a number of the lead- 
ing chiropodists of the city attend the 
next dinner meeting of the club to be 
held during the first week in February. 
No definite date has been set for this 
affair. 

Munsur’s idea in trying to obtain 
cooperation of the chiropodists is to 
offset careless conversation regarding 
certain shoe stores and to save sales 
after they have been made. 

“It seems,” said Munsur, “that there 
should be greater cooperation between 
the shoe men and the chiropodists, and 
that is my idea in having some of them 
come to our next meeting. When a 
woman visits one of them for treat- 
ment of a corn, right away she is told 
that she has been fitted short, and, 
naturally that creates a bad impression 
of the store.” 


Seattle Retailers Dine 


SEATTLE, WasH.—Getting together 
for Spring, members of the Seattle 
Shoe Retailers’ Association held their 
annual stag dinner at the Elks Club 
here this week, with shoe men from all 
parts of Washington, Oregon and Brit- 
ish Columbia attending. 

Elaborate merchandising plans were 
broached for the forthcoming season. 
With stocks swept away as January 
closes, earnest attention is being given 
to Spring footwear merchandising. That 
blue will strike a dominant Spring note 
was revealed at the stag party. 


Columbus Shoe Club Plans 


CoLuMBuUS, OHI0—Steps were taken 
at the first meeting of the year of the 
Columbus Shoe Club to increase the 
membership. Since the club reorgani- 
zation, only about 50 have joined, and 
it is proposed to quadruple that num- 
ber in a membership drive. 

A special membership committee, 
headed by Mark Deitsch, the secretary, 
and consisting of Dr. H. C. Collins, 
Meyer Comeras, Harry Krakoff, Harry 
Miller, Walter Spoor, Henry Dash and 
A. Polizar, was named by President 
Ray C. Dorr. This committee will re- 
port Feb. 5, after which a social session 
will be announced as a get-together 
meeting. 


To Install York Officers 


York, Pa.—Officers of the York Shoe 
Retailers Association who were elected 
at the January meeting of the organ- 
ization will be installed at a meeting of 
the body on Monday, Feb. 18, at George 
Smith’s shoe store. The officers to be 
installed are: President, George Smith; 
vice-president and secretary, Samuel 
Bruggeman, and treasurer, Charles 
Martin. 

Plans for the annual get-together 
meeting of the organization at which 
the employees will be the guests of 
the store proprietors, will be made at 
the meeting. The committee in charge 
expects to secure John Holden, direct- 
ing manager of the National Shoe Re- 
tailers Association, as the speaker for 
the affair. 
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AN 


IMPORTANT 
ANNOUNCEMENT 


The original patented Acrobat 


a shoes, Clara Barton oxfords, 
pers AP 


PICCADILLY 


“*STREAMLINE SERVICE’’ 
CHARMING ROOMS 
DAILY TARIFF FROM TWO-FIFTY 





Nature Study oxfords, Bal- 
ancers and Sunbath Sandals 


are manufactured exclusively 


by the 


Dinner, After Th 


DINE, 


Ask fora 





24 FLOORS 





PERSONAL DIRECTION OF JOHN F 


GEORGIAN ROOM 
For Matinee Luncheon, Theatre- 
eatre Supper. 
DANCE—until 2 a.m.—to 
LARRI’S CONTINENTALS 
SILVER LINING LOUNGE 


For those perfect Cocktails 


“COURTESY IDENTIFICATION CARD” 


706 ROOMS 
45th STREET JUST WEST OF TIMES SQUARE 


MURRAY 


WRITE FOR 
NEW CATALOG 








Acrobat Shoes, Inc. 
Faribault, Minn. 


11 SUPERIOR FEATURES 


PROMPT STOCK SERVICE 





On the selling end 


News of the Travelers and Sales Activities 


N.S.T.A. Launches Member 


Drive 


L. L. Inig, president of the National 
Shoe Travelers’ Association, has or- 
ganized a campaign having for its 
object the addition of 1,000 members 
before the next annual convention 
which, incidentally, will be the twenty- 
fifth, or silver anniversary. 

The membership drive, to be known 
as the “Loyalty Drive of the N. S. T. 
A.” will get under way March 9 and 
will be under the general direction of 
President Inig. Assisting him as chair- 
man of the regional committees will be 
the presidents of the affiliated associa- 
tions. These men, in turn, will select 
committees from their own member- 
ships to act as field agents in building 
up the membership quota assigned to 
each association. 

New members, under the condition 
laid down by the national association, 
may include travelers who have al- 
lowed their membership to lapse, as 
well as travelers who have never been 


members of any affiliated association. — 


Seek Lower Fares in East 


The Committee on Railroads of the 
National Shoe Travelers’ Association 
has begun to work actively among the 
railroads of the eastern part of the 
country in an attempt to sell the idea 
of lower rates and the elimination of 
the Pullman surcharge which have 
been put into effect by roads in the 
west and south. It is the hope of the 
national association that 1935 will see 
a general reduction which it is be- 
lieved will stimulate travel and will 
take at least a portion of the present 
heavy expense burden from the backs 
of those men who sell on the road. 

E. C. Keleher, who is continuing his 
work as chairman of the committee in 
charge of the southern part of the 
country, reports that roads in that dis- 
trict no longer require convention cer- 
tificates in order to secure the reduced 
rate allowed during convention peri- 
ods. It is necessary only to establish 
the fact that the traveler is really 
bound for the convention city, in which 
case he is sold a round trip ticket at 
a reduction of one-third from the reg- 
ular rate. 


To Make Seattle Shoe Conscious 


SEATTLE, WASH.—Designed to make 
Seattleites more “shoe conscious” at 
this season, a special cooperative cam- 
paign is now being planned among the 
shoe retailers of this city. Advertising 
of the local shoe and department stores 
will give impetus to the sales promo- 
tional campaign. A special advertising 
committee has been appointed to plan 
all details of this pre-Spring campaign 
and focus attention upon footwear that 
will lead the march of the Easter 
parade. 

Members of the Seattle Shoe Retail- 
ers’ Association have been much encour- 
aged by fashion reports from Paris and 
Eastern style centers which indicate 
that milady’s dresses are to be shorter 
this year, and that shoes will, there- 
fore, get a break. Meeting at the Ho- 
tel Gowman here, the shoe retailers 
formulated a program that will in- 
crease interest in footwear at this sea- 
son. A committee, headed by Everett 
Nordstrom, Second Avenue shoe re- 
tailer, and president of the Northwest 
Shoe Retailers’ Association, was ap- 
pointed. Serving upon this committee 
are Harry Perkins, O. E. Thorp and 
H. C. Teuber. Their comprehensive 
and cooperative advertising campaign 
locally will publicize the authentic and 
striking new styles in footwear that 
are a tribute to the shoe manufacturing 
genius of the country. 
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Riding Boots 
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LARGEST 


BOOT STOCK 
in America 


Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Santee Catalog 
R-7 on Request 


—_ 
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CROMWELL CO. 
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New York City 
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New Store in Newark 


Newark, N. J.—The Market Arch 
Preserver Show Shop at 893 Broad 
Street opened Jan. 19. The store is 
housed in a two-story building and is 
designed in a colonial pattern. 

Harold Bohrer, 29, of Newark, be- 
came the youngest manager of an im- 
portant group of exclusive women’s 
shoe merchandisers when the new shoe 
shop opened. Assisting Mr. Bohrer 
will be Frank M. Sutphin of East 
Orange, who has been a Newark shoe 
merchant for 23 years. 
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Hows 
Business 


Heavy Leather Market 


Boston, Mass.—Heavy leather is 
showing new strength in prices, and 
some signs of increasing scarcity as 
well as evidences of increasing demand, 
and so a new situation which is getting 
the increasingly careful consideration 
of shoe manufacturers as well as tan- 
ners. 

Uncommonly large quantities of 
heavy leather, both sole and uppers, 
are being taken by manufacturers of 
shoes for the army, the Forestry Corps 
and other Federal departments, and ad- 
ditional contracts are to be let for this 
sort of footwear, bids for 106,656 pairs 
to be let Feb. 21, and more expected 
later. ; 

The work shoe trade is also taking 
large quantities of heavy leather, and, 
in the women’s trade, the fashions, as 
well as a new method of bottoming 
shoes, increase the demand for heavy 
sole leather. The consequences of all 
this is that heavy leathers are firming 
up in price, advances already having 
been made on several lines. 

There are two unknown factors in 
this new situation, one being the prob- 
able extent of the use of rubber or 
other materials in place of sole leather, 
and the other being the future sup- 
plies of heavy hides. Drought hides of 
last year’s take off are not suitable for 
heavy leather of good quality. Herds 
have been depleted by about 12 per 
cent by the drought, and the future in- 
crease is dependent upon the abundance 
of feed this and next summer, as well 
as the plans of farmers, and both are 
beyond the province of shoe makers 
and tanners. 


Factory Enlarges 


Los ANGELES, CAL.—The Los An- 
geles Shoe Manufacturing Company, 
1376 East Fifteenth Street, has com- 
pleted installation of a large amount 
of new equipment and increased the 
number of employees from 60 to nearly 
100 and the daily output from 400 pairs 
per day to 600 pairs per day, according 
to Thomas Riopenian, one of the two 
proprietors. 

This company manufactures sport 
shoes only and has built up from a daily 
output of 100 pairs per day to its pres- 
ent volume in the last three years, in 
the face of depressed financial and 
business conditions. Shoes are now be- 
ing shipped as far east as the Atlantic 
coast and as far west as Hawaii. The 
introduction of the popular sport shoes 
known as “slacks” which took south- 
ern California by storm had much to 
do with the growth of the company dur- 
ing the last two years. 

Associated with Mr. Riopenian is 
Mr. B. Longueian. 


16, 1935 


Average Price Increasing 


SPRINGFIELD, Mo.—R. E. Bloemker, 
proprietor of the B & B Shoe Store, 
reports a decided dropping off in the 
sale of men’s and women’s $3 shoes. 
For 1934 the average shoe price per 
sales ticket in his store was a little bet- 
ter than $4. This included children’s 
shoes as well as tennis. The big de- 
mand today is for $5 shoes, while a 
year ago it was $4. Mr. Bloemker be- 
lieves that a year from now it will hit 
the $6 mark. He is raising the ante 
on his better shoes so as to be ready for 
this business when it comes. 


Grading Up 


SPRINGFIELD, Mo.—In announcing the 
addition of a new line of shoes to retail 
for $10.50, C. F. Weaver, manager of 
the Walk-Over Shoe Store, said that 
while this price line’s appeal was un- 
determined, he felt that the time was 
ripe to try it out, after a five year’s 
absence from his store shelves. 

“If we do not have shoes of this 
character in the house, we will not 
know that the demand for them exists. 
People come in singly for shoes, so it 
is very easy to miss sales in this grade 
and not know about it. We do know 
that we must have them on the shelves 
in order to sell them,” said Weaver. 


Expect Spring Upturn 

Des MoINEs, Iowa—While January 
ended with business in local shoe stores 
behind that of a year ago, feeling is 
good that the arrival of Spring will 
find conditions more favorable, accord- 
ing to H. A. Alexander of Field Shoe 
Co., president of the Des Moines Re- 
tail Shoe Dealers. His store is showing 
Navy for early Spring displays, but 
not as heavily as other localities, he 
says, as the volume of Navy is still in- 
definite. Browns are also being shown. 
Des Moines stores will cooperate on 
Spring promotions, but have not set a 
date. 


Johnson, Stephens & Shinkle 
Earns Substantial Profit 


St. Louris—Johnson, Stephens & 
Shinkle Shoe Co. reports a net profit of 
$51,703, after charges, for the fiscal 
year ended Nov. 30. In the preceding 
year the company showed a net loss of 
$153,057. 

The annual statement listed current 
assets of $1,060,847 and current lia- 
bilities of $80,500, a ratio of 13 to 1. 


Open Boston Office 


Boston, Mass.—Brown and Hutchin- 
son Co. of Haverhill, Mass., shoe pat- 
tern makers for over 25 years, has an- 
nounced the opening of a Boston office 
at 186 Lincoln St. The new office is in 
charge of William C. Hazeltine—the 
staff, Mrs. Edwina Cate, stylist, and 
Robert Russ, artist. The firm has long 
specialized in designing women’s foot- 
wear, particularly in the novelty group. 
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New and improved methods 
of construction are skilfully 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
infants’ Seft Seles...0-3 
intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
w Catalog 
MRS. DAY'S IDEAL BABY 
SHOE CO 
Locust St. Danvers, 
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Dancing Shoes and Taps 
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TAP SLIPPERS 


ALUMINUM TAPS 
Black One Strap $1.60 


BROOKS SHOE 
MFG. CO. 


Swanson & Ritner Sts., 
Philadelphia 
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Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


No. 156 Black 
Kid $2.35 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 











Shoe Man Makes 
Bowling Record 


Fort WortH, Tex.—The Walk Over 
Shoe Store and the shoe department in 
the W. C. Stripling Co. store jointly 
sponsor a Walk Over bowling team. 
Gerald Stewart of this team rang up 
a new bowling record in the Classic 
League which was so unusual that it 
was forwarded with proofs to Believe 
It Or Not Ripley. 

Stewart turned in three straight 
games of 226 pins. It is the first time 
on record here that a player has scored 
three straight games with exactly the 
same number of pins. The feat has 


only been done a few times in the 
country and never, so far as records 
reveal, has the score exceeded 200 
pins. 
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Customers Warned About Quality 


DENVER, CoLo.—“Danger!” “Stop!” 
“Safety!” 

Those three words appearing on sev- 
eral warning signs of the type used at 
railroad crossings recently presented 
an effective quality merchandising 
message in a 10-day campaign of the 
men’s shoe department of the Denver 
Dry Goods Co., Denver, Colo. 

The display, according to Assistant 
Buyer S. V. Byrne, led numbers of 
customers to ask “What’s it all about?” 
which provided the clerks with an ex- 
cellent opportunity to “talk quality.” 
Every such inquiry was carefully fol- 
lowed up and—a careful check showed 
—was quite often responsible for con- 
siderable trading up. 

Both floor and counter displays were 
used at traffic concentration points. 
The floor exhibits were approximately 


5 ft. high with 36-in. cross-arms, while 
the counter units were cut down to a 
height of 30 in. but retaining the 36-in. 
crosspieces. The circles at each end 
of the arms were 12-in. diameter. The 
vertical piece was painted black and 
white to carry out the familiar rail- 
road warning signal idea. The cross- 
arm was white with black lettering; 
the danger “spot” red and the safety 
circle on the other end, green. 

On the red warning end was a 
sample of: a shoddy, cheap leather, 
while on the opposite circle there was 
a fine quality leather of similar ap- 
pearance but vastly different quality. 

For the benefit of those who had 
seen the signs but hadn’t inquired 
about them, the displays were ex- 
plained in a three column, 6-in. box 
placed advantageously in a full page 
ad. 





Look First for Fit 


Omana, Nes.—Buying is all impor- 
tant in retail shoe selling, according to 
I. D. Weiss, manager of the shoe de- 
partment of Herzberg’s, Omaha, Neb. 

“The first thing a buyer should look 
for in a shoe is fit. He should choose 
a make of shoe which will fit up close 
to the instep of the foot,” Mr. Weiss 
warns buyers. “If a shoe does not fit 
it will not sell, although it is 100 per 
cent stylish. A shoe which is made to 
fit the foot correctly will be an easy 
seller even if it might be a little out 
of style. 

“In buying I say to buy styles that 
are not extreme but which are new. 
This is sometimes hard to do, but one 
can generally pick a style that has the 
new features but which is not so ex- 
treme that the average woman will 
dislike it. 

“Style travels in a cycle and the 
good shoe buyer can watch these cycles 
and judge what to buy by what has 
gone before. Blue for Spring, black 
for Fall is always true. Patent leather 
for Spring, suede for Fall.” 





Low Heel Trend 


TULSA, OKLA.—In commenting on the 
heel situation, E. B. Stern, of Stern & 
Levy, said: “Last year we were con- 
siderably disturbed due to the big call 
for one-inch heels in women’s shoes. 
Frankly, we were against them, but we 
can safely say that 80 per cent of the 
women who bought them, liked them. 

“People who purchased low heel eve- 
ning shoes last Fall, have indicated a 
decided preference for low heels in 
their Summer sandals. I really be- 
lieve that the day of real high heels 
has passed. Women are getting more 
sensible and they are giving a great 
deal of attention to foot comfort. When 
warm weather sets in, we will see a 
tremendous number of women buying 
smart, comfortable, low heel shoes.” 





Recovering from Auto Mishap 


Fort WortH, Tex.—J. R. Sickles of 
the Portage Shoe Manufacturing Co., 
Milwaukee, was hurt in an automobile 
accident Jan. 20 and confined in a hos- 
pital for two weeks. He is now out on 
crutches and will be back on his terri- 
tory by March 1. 





Allocation Spurs Business 


CLEVELAND, OHIO—The Chisholm 
Boot Shops, Inc., of Cleveland, prior 
to September, 1934, had one store in 
Toledo serving both men and women. 
That store was located at 417 Adams 
Street between two variety stores 
where the traffic was heavy. Across 
the street were several men’s clothing 
stores and a consequent masculine 
traffic. 

Making use of this condition, the 
Chisholm management discontinued 
men’s shoes at the original location and 
made it strictly a women’s shop. Then 
they opened a men’s shoe store at 412 
Adams Street, almost opposite, where 
men were wont to travel. Since that 
time they have experienced a 50 per 
cent increase in women’s footwear 
sales in Toledo as well as a nice upturn 
in men’s shoes, according to Herman L. 
Jetter, general manager of the chain. 
The company’s headquarters are in 
Cleveland. 


Big Volume Increase 


Los ANGELES, CALIF.—Frank Hed- 
lund, buyer for the shoe departments 
in The Globe Outfitting Company, 5102 
S. Broadway, reports sales volume for 
the past two months surpassing any 
two months in the history of the store. 
The departments occupy new and at- 
tractive quarters on the mezzanine 
floor. The store is one of the largest 
department stores in any suburban 
area of the city. 
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“How nice 





they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is Furnished in white, gray, fawn 


and other appealing colors. 


NI 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Bookkeeping made so simple that «2 high- 
school boy would have difficulty in making 
errors of entry. if he follows the guide 
written in every-day language. 





COMPARATIVE TRIAL BALANCE ven 
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The Most Complete Record 
of Finances in the Most Convenient Form 


giving you at a glance your net profits over any peried 


CONSISTING OF: 
to date, and any detailed information you may require. 


Complete Bookkeeping 
Daily Records— The least entries—the least work — 


Departmental Records— 
Comparative Statement of the least chance of confusion or error. 
Daily Record of Salesmen— Sales DAILY— Receipts 
Comparative Trial Balance— Sales Compar- ) KLY— Disbursements NEW GOVERN. 
Cloth board loose leaf binder. ison vEE Itemized Over- MENT RULINGS 
Gustaf titin ( MONTHLY ) head DEMAND MORE 

$1 @-50 Complete Returns FIGURES Net Earnings COUNTING 
Postage Prepaid USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC. —eo 
etninite etek iaesihdiieny ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY ° 
Uniess C.0.D. shipment a REFILLS IN 

is preferr ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 














Merchants Service Dept. | <= MAIL THIS TODAY 


Boot and Shoe Recorder | 
209 South State Street 
Chicage, Ill. 





—Please send me the FINANCIAL RECORD, | 
for which find check enclosed for $10.50. | 


—Please send me sample sheets for inspection. 


BOOT ann SHOE RECORDER 


MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, II. 


When writing advertisers please mention Boot and Shoe Recorder 
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600 ROOMS 
WITH BATH 


HOTEL PENNSYLVANIA 


PHILADELPHIA 


39™ & CHESTNUT STREETS - 


( 


NEW YORK 


Building. 





One block from Pennsylvania 
R.R. Station and Empire State 


In New ork 


2 FOR ROOM WITH BATH 


584 large, attractively furnished rooms, 
with private bath...from $2 single and 
$3 double, with running water...from 
$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 
Supervising Manager. 


~~ Martinique 


BROADWAY AT 32ND STREET 





May Company Features 
New Gold Leaf Shoes 


Los ANGELES, CALIF.—The May 
Company’s Los Angeles store is fea- 
turing a new line of evening slippers 
trimmed with gold leaf and selling 
here at $25 per pair. According to 
Joe Ferguson, buyer and manager for 
the fine shoe department for women, 
the store here has secured exclusive 
rights on the coast for these fine san- 
dals and is the only store west of Chi- 
cago featuring them. 

One of the more startling styles is 
a much-cut-out affair with a broad 
golden mesh center strap. Still an- 
other is a replica of the Florentine 
leathers hand-tooled by the Viennese. 
Yet others are hand-tooled by Italian 
engravers. 

The gold leaf shoes are not carried 
in stock but are selected from samples 
by the customers and reach Los An- 
geles in three weeks. Mr. Ferguson 
finds these patrician sandals attracting 
wide attention throughout the city. 

Among lower priced footwear for 
Spring afternoon Mr. Ferguson is get- 
ting good results from a number which 
he calls a “pigtail patent.” This num- 
ber tends to give the effect of a very 
slender foot, comes in both brown and 
black and is literally covered with row 
upon row of braid. The high heel 
pump in this number is proving most 
popular. 


Swirl Leathers Popular 


CoLumMBus, OH10—Demand for the 
new swirl leathers in blue, fawn and 
black is the outstanding trend in the 
women’s shoe trade at this time, de- 
clared Clyde Martin, buyer for shoes 
at the Union. Mr. Martin reported 
that during the last half of January 
many pairs of one-eyelet pumps and 
four-eyelet ties in blue swirl with blue 
patent trim; fawn swirl with fawn 
patent trim and black swirl with black 
patent trim have been sold. Blue is 
outstanding and judging from the in- 
terest shown so far it will outstrip all 
previous Spring seasons in volume, 

Another extra feature recently is the 
strong demand for plain patent tie 
effects which has developed remark- 
ably during the past two or three 
weeks, 

Mr. Martin declared that with 85 per 
cent of women’s shoes being sold are 
ties, the tendency toward lower heel 
is still noted. For street wear the fre- 
quent calls are for heels from 16 to 
17 eighths in height and for formal 
wear the heels which are acceptable 
are from 18 to 20 eighths with 19 
eighths the best seller. Mr. Martin 
anticipates an extra good business in 
sandals later on and has made prepara- 
tions for the expected demand. 


Salt Lake Style Trends 


SALT LAKE City, Uran—Regarding 
the local style trends of the coming 
season’s shoes Lynn Knowles, manager 
of Walk-Over’s Shoe Store, states: 

“We'll start selling white shoes again 
in March—about the 15th. There will 
be some interest in beige with brown 
trim and in chamois suede shoes with 
harmonizing trim. Blue will be active 
for early Spring and as the season 
progresses white with trims of brown 
and blue will lead into a pronounced 
solid white season. Later fabrics will 
be important sellers, but will in no 
way begin to equal the anticipated 
volume on solid white in leathers and 
perforated effects. 

“Patterns will largely be centered 
around tie effects. Perforations will 
continue to be more popular than any 
other type. 15/8 to 16/8 heels and a 
constantly increasing demand for low 
heel slack oxfords and sport shoes will 
prevail.” 


Recovering from Auto Mishap 


NASHVILLE, TENN.—George M. Hayes, 
Southern representative for Southern 
Shoe Mfg. Co., also Dainty Maid Slip- 
pers, is rapidly recovering from a seri- 
ous automobile accident. received Jan. 
7 while on the way to attend the fu- 
neral of his father. He will soon be 
back on his territory with his Spring 
lines. 
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SPRING WINDOW BACKGROUNDS 
AND PRICE TICKETS 
NOW AVAILABLE 

















































(Tickets: Priced below, Size 144" x 2%". Samples on request.) 





Feature Pointers 


INFORMATIVE ARROWS point out 
visible and in-built values. They are 
gracefully and securely placed with the 
aid of adjustable Polly Clips. 


REVEAL the fine wearing qualities of 

your merchandise with PRECISE in- 
formation through your windows. You 

can turn a window shopper into a sure A 
customer by pointing out the quality ro . 
features of your shoes. 


WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 

“J”—Polly Clips for tickets: 1% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 

“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 










“T”’: Pale green “EF; Three shades “C” Midnight blue “f”; Blue bar with 


“X”"; White board; board; 1 of 1 Aus. and vermilion de- orange sunburst on 
rose flowers; blue flower; dark green sign on buff board. silver board. 
mound and bar. trim. 





Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK “gr 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 


CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 





The ARROWS are available in two 
colors: corn with green border, or 
buff with green border. Choice of 
forty selling phrases, or blanks. 


12 dozen (printed or blank)... .. $2.00 
YF GS OM Re Bo vwes 1.10 
1 a ( - a ® decocve 0.25 

SPECIAL: 

ONE GROSS ARROWS AND ONE GROSS 

POLLY CLIPS...... @ ONLY $5.00 




















MARCH 


White patterned board; green 
panels with gold-yellow design. 


Size 8” x 14” 


COMPLETE TEXTS 
sent on request 


4 cards—Women’s Shoes — 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

i 6 cards—On Store Service, 
Fitting, Quality, Etc 

Single Cards: 60¢ each 

Without Text: 35¢ each 


This ticket har- 
monizes with 
above card. 
White board, 
green and gold- 
yellow design. 
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USE SALE STREAMERS 
ON YOUR WINDOWS 


(Red border and “Sale” on white. 
Size: 24” long—5” wide. Price: 3 for 25¢— 
10¢ each.) 


MORE SHOES! 


Select the Service You Wish— 











Annual Display Card Service 









Includes Mail Coupon—See Sales Jump! 
EXCLUSIVE FRANCHISE is given with annual card service SERVICE NO. 1—$5.00 monthly: 
to one merchant in an average size town, suburb or city shop. 12 display cards... 6 holders... 






ping center. 






100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards... 4 holders... 





STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 









SPECIAL CARDS, with wording as wanted. 100 blank harmonizing price tickets 
EXCHANGE OF CARDS: Annual card service subscribers may SERVICE NO. 3—$3.00 monthly: 
exchange any cards received for others of the current month, 6 display cards . . . 2 holders... 







whose texts better cover their merchandising program. 







50 blank harmonizing price tickets 








PRICE TICKETS: Blank tickets, matching the current month’s 

cards, supplied free. Neat tickets with ped as wanted, but SERVICE NO. 4—$2.25 monthly: 

not harmonizing with the show cards, supplied free, if pre- 4 display cards ... 2 holders... 
ferred to blanks; harmonizing tickets with prices as wanted, 50 blank harmonizing price tickets 





to assure well blended trim, are 35¢ per fifty, additional. 












BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 












HOLDERS 
Oval base — bur- 


Please enter our order for the Recorder “Selling 
Message,” beginning with March, for card service |} 
' 
' 
' 
H 
H 























“ nd NOiisecaccxe > for one year, consisting of......... card 
——. — holders (with the first month’s service), ........ cards 
CS eee blank tickets each month—OR—......... 

nds IMPRINTED tickets at 35¢ per fifty, additional, for 

These modernistic which we will pay $....... per year, payable $....... 








holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 


per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 
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CLA/IFIED ann WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
a ho oe 





SALESMEN WANTED POSITION WANTED POSITION WANTED 








Wiest sell ny me ye asjeomen to sponennnt 
a fast selling line of moderate priced men’s, 

women’s, misses’ and children’s style and staple GooD SHOEMAN AVAILABLE 
shoes on straight commission. Territory open— 
Minnesota, Michigan, Kansas, Iowa, Texas, Experienced shoe buyer looking for a connection with wide awake organization 
Louisiana, Kentuc Ba the Virgirnias. Ad- who has courage to take advantage of present trend in business. One where honest 
dress E-123, care t & Shoe Recorder, 239 effort and ability will count. Have had 12 years’ buying experience in both North 
West 39th Street, _— York, N. Y. and South. Eight years with one firm. Thoroughly understand medium and better 
grades of men’s, women’s and children’s shoes, 


SALESMEN wanted by manufacturer of HAROLD G. TAYLOR, 213 Leonard Ave., Nashville, Tenn. 

children’s medium price stitchdowns. At- 

tractive line. poo | men able to obtain volume 

business need apply. Commission or drawing. 

Give references, previous connections, etc. SHOE | Buyer twenty-years’ department store 

Address E-134, care Boot & Shoe Recorder, experience Buying and Merchandising FOR SALE 

239 West 39th Street, New York, N. Y. Women’s and Children’s popular priced shoes, 

peeerted, Best reference. Address E-146, care 

SAL -ESMEN: Live wires with substantial fol- ye § Shoe Repprder. 239 West 39th Street, SHOE Business for sale in good location. Ad- 
lowing in West and Northwest to represent ¥ dress E-154, care Boot & Shoe ayer, 

nationally known Manufacturer of Women’s 239 West 39th Street, New York, N. 


Slippers and shoes. Popular prices. Address 
E-192, care Boot & Shoe. Recorder, 239 West Tees experienced Shoe fom. SACRIFICE expensive outside Neon | sign. 
39th Street, New York, Wide _ Pacific Coast acquaintance. Migs a Also fixtures—optional—Act soon. Address 
proposition for California or Pacific Coast. E-160, care Boot & Shoe Recorder, 239 West 

Consider any grade Men’s or Women’s. Refer- 39th Street, New York, N. Y. r 
SHOE Salesmen, make extra money selling ences submitted on request. Address E-159, 
r 9 he ges best line of fabric = “— ‘an’ 239 West 39th 
yes and _ polishes Incomparable new white treet, New Yor 
cleaner. Write experience and territory. A ACCOUNTING SERVICE 
good proposition for live wires. Evangeline 
Products, 68 Jay St., Brooklyn, New York. OUNG Man, Age 26—Lifetime background in 
shoe business—Experienced salesman—Book- 

ANTED: shoe salesmen who have good keeper—seeks an opportunity. J. Rosenzweig, Accountant, 

following. Mention territory you cover. 2899 Kingsbridge Terrace, New York, N. Y. f 
Lambakin eee -. -. BUL LY hildren's, will do bookkeeping for small 
ambskin Slippers in ladies’, misses’, children’s se 
men’s, and boys’ styles. Please give full in: XPERIENCED Retail Manager Available. firms at $5.00 oe nate Poe 
formation in your first letter. MILWAUKEE The undersigned has had a wide experi- dress E-158, care Boot oe 
TANNING COMPANY, 2494 South Fifth ence as manager, buyer in retail shoe busi- Recorder, 239 West 39th Street, 
Street, Milwaukee, Wisconsin. ness and is now available for a position that New York, N. Y 

offers opportunity for a man of energy, initia- e sciaeaeaeais to 

Hic grade experienced salesmen to handle tive, and loyalty to the job. A-1 references 

inexpensive Men’s Dress and Work Shoes, puenieee. Fe» a ey a. Bost . i 
Women’s Sports, and others in New England, ecorder, 2: est 39t treet, New York, 
New York, Pennsylvania, Maryland, Middle N. ¥. WANTED TO PURCHASE 
West. Good Salary for right men. State age, 
meaeee , OF —, —— pe! where 
reviously employed. ddress E-155, care OUNG man wants shoe store for cash at a 
Boot and Shoe Recorder, 140 Federal St., LINE WANTED bargain price. Address E-153, care Boot & 
eos Mass. Shoe Recoeder, 239 West 39th Street, New 

Yor ° 




























































































SALESMAN; Possessing large following in ALESMAN with following in territory of 
North & South Carolina to carry snappy Hawaii would like to connect with manu- 
line of children’s shoes that retails from  $.98 facturer or jobber of women’s novelties at 


to $1.50. Commission basis. Address E-156, 1 rices. Ref . Write to Gord ° ° 
care Boot & Shoe Recorder, 239 West 39th | BP \fittee “i¢ Pantheon Bldg. Honolulu, T. H. Would License Repairers 


Street, New York, N. Y : uni 
HARTFORD, Conn.—A bill providing 


ANTED—Active side line salesman to in- ANTED a line of popular priced women’s ° : . 
troduce a shoe whitener. to shoe buyers shoes for the Southwest. have a good for the licensing of shoe rebuilders by 











throughout the no rae! weniger. | quality following with the better class of merchants a commission of three examiners has 


roduct with exceptional price appeal—Bought in the states of Texas, Oklahoma, Arkansas . : : 
wherever sheen welts giving a brief history and Louisiana, having traveled this territory been introduced in the Connecticut 
of yourself and territory covered. Address for a number of years. References exchanged. General Assembly here by State Sen- 
E-161. care Boot & Shoe Recorder, 239 West W. F. McCandless, 317 West Dillingham St.., t Culhane of Waterbur 

39th Street, New York, N. Y. Cleburne, Texas. ator e y. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gg 
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WANTED TO PURCHASE 


BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 











CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


’ BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 
We will buy surplus er entire stecks of shoes 
from manufacturers, jobbers er retailers. 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


106 Duane St. New York 
Phene Werth 2-5377 and 5378 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. randed 
Walk-Over, Florsheim, Enna-Jettick, 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Etc. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Smali 


MAX KALTER & CO., INC. 
Phone Canal 6-4371 
591 BROADWAY NEW YORK CITY 

















Factory Moves 


PHILADELPHIA, Pa. — Schwartz & 
Herder, Inc., manufacturers of comfort 
slippers, athletic shoes and ballet slip- 
pers, announce their removal from the 
location in which they have long been 
established, 241 N. 11th St. in this 
city to new and larger quarters at 
70-72 N. Fourth St. In addition to 
giving this growing concern better 
manufacturing facilities, the new loca- 
tion is more accessible for out of town 
and other visitors. 


Fort Worth Store Remodeled 


Fort WortH, TEXx.—The Family Shoe 
Store, 306 Houston Street, is now open 
after a complete overhauling, both in- 
side and out. The shelving in the rear 
of the store has been brought up 12 
feet, making the store much more com- 
pact without interfering with the seat- 
ing capacity. 

New linoleum on the floor and cream 
colored fixtures and ceiling have done 
much in giving the interior a smart 
spick and span appearance. The win- 
dows have been worked over with new 
backgrounds and valances. Manager 
W. H. Evans reports an immediate 
pick-up in Spring business since the 
refurbished store has opened. Fried- 
man Selby shoes for the family are 
featured. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can eg to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established ‘1884. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 
BOOST PUMP SALES 


2 Spring | 





doz. 
nd Buckies’ ali 

° Ay r combina- 

No. 3214 eae 

Assorted Doz. Prs., Gres Lote "ee "Samples on request. 

Immediate Delivery 

BOSTON SHOE FINDINGS CO. 
140 LINCOLN ST., BOSTON, MASS. 
Complete line of shoe store supplies. 

















Michigan Merchants Cooperate 


DeTROIT—“The NRA has_ brought 
about a closer association of business 
men generally, but Michigan shoemen 
already had the machinery of coopera- 
tion,” Leonard Hack, son of Nathan 
Hack of the Hack Shoe Company, said 


this week. “The former cut-throat 
type of relations between shoe men is 
now a thing of the past. The Detroit 
and Michigan state associations are 
working closely together, for instance. 
The retiring presidents of both associ- 
ations, in fact, are partners in the 
same business. 

“The Michigan State association was 
practically defunct two years ago. It 
was reorganized to promote member- 
ship in the national. Detroit shoemen 
promoted the campaign, organizing 
meetings and groups in cities through- 
out the State. As a result, up-state 
operators have worked hard in associa- 
tion matters with us during the past 
year.” 








Poy Shoe 
OLDER. 


Pat. Pending 

To properly display arch support shoes, 
branded shoes, golf shoes and fibre sole 
shoes. Always remains in the correct up- 
right position. Occunies little space. Almost 
invisible when in use. Will not fall over. 
Used for Men’s and Women’s shoes. 

$3.00 per a $1.65 per 2 dozen 


M. POLLINGEA, ©9- 
Holland Bullding t. Louis, Mo. 











ARROW 
FOOT 
MIRROR 


A substantial 

mirror ideally 

suited for the 

hard usage us- 

ually given a 

mirror in shoe 

fitting. 

Stand 21 inches overall 14 inch clear 
plate glass 12 by 18 inches. 


$3.50 


ARROW DECORATING FIXTURE C° 


71N.FOURTH ST. PHILA., PA. 








Charlotte Shoe Men Meet 


CHARLOTTE, N. C.—Short talks by 
six Charlotte shoe retailers featured a 
dinner meeting of the Charlotte Shoe 
Retailers Association held Thursday 
evening, Jan. 24, at the Club St. 
George. Thirty-five persons attended. 

A. L. Goodman of the Luceille shops, 
spoke on “Cooperation among the shoe 
men”; Mr. Hopkins, of Purcell’s spoke 
on the subject of “Blow Your Own 
Horn,” and brief talks were made by 
L. F. McEather, of Gilmer Moore Com- 
pany; R. C. Marks, of the Nisley Shoe 
Company, and G. F. Hiott and R. W. 
Galloway, of the Hanover Shoe Com- 
pany. 

G. H. Ledbetter, of Ivey’s, president 
of the association, presided, and during 
the evening attendance awards were 
made to Mr. Hiott and J. E. Jordan, of 
Ivey’s. Mr. Hiott also was presented 
with a gift from the club in recogni- 
tion of his birthday anniversary, which 
occurred on the day of the meeting. 

The association plans for a bigger 
and better club and more: cooperation 
among the shoe men in the future. 
Several new men have joined the club 
since the new year. 
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EXT week we shall’ have something 
more to say about the pro- 
motion of National Foot Health Week, 
April 22-27. Shoe merchants have a 
real story to tell the public in connec- 
tion with foot health, and we indicate 
some ways in which it can be told. 
Next week's article will have special 
reference to newspapers and the co- 
operation which retailers can get from 
the press. Publicity is a powerful in- 
strument in the forming of public 
opinion and in influencing masses of 
people to think and act. Shoe men who 
have not considered its possibilities 
up to now should do so in connection 
with Foot Health Week. 


Right down the same line of think- 
ing is a most unusual story, also 
appearing in next week's issue, which 
tells how R. H. Fyfe & Co. of Detroit 
are making their story a community 
center for organization meetings, so- 
cial affairs, etc., and incidentally re- 
ceiving helpful publicity as a result. 
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239 West 39TH STREET, NEw York, N. Y. 


Advertising Offices: 


New Yor« 


239 W. 39th St. 
Telephone: Pennsylvania 6-1100 
8. G. Krivir 


CHI0aco 
209 S. State St. 
Telephone: Wabash 8058 
B. C. Bowen 
Boston 


140 Federal St. 
Telephone: Liberty 4460 
L. F. Durron 


St. Louis 
1627 Locust St. 
Telephone: Garfield 3347 
Hvuce M. BowEn 


PHILADELPHIA 
N. W. Corner 56th and Chestnut Sts. 
Telephone: Sherwood 1424 
H. WALTER SoorTr 


CINCINNATI 


Telephone: Parkway 6648 
RacpH R. Lepper 


SUBSCRIPTION RATES 
The subscription price of the Boor & SHOR RecorDER 
is $3.00 for one year, which includes postage in the 
United States and its possessions. Tax in Canada, 
$2.60 extra. 


FOREIGN SUBSCRIPTION—The price to all foreign 
countries except the above is $10.00 per year in- 
cluding postage. 


All subscriptions are payable in advance. Single copies 
25 cents. 


BOOTS AND SHOES 


ACROBAT SHOE CO., Faribault, Minn 

ALDEN, C. H., CO., Abington, Mass 

BLUM SHOE MFG. CO., Dansville, N. Y 

BROOKS SHOE MFG. CO., Philadelphia, Pa 
BROWN SHOE COMPANY, St. Louis, Mo 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-CROMWELL CO., New York City = 
CONNELL, J. M., SHOE CO., So. Braintree, Mass 
CONSOLIDATED SLIPPER CORP., Bombay, N. Y 
DAINTY MAID SLIPPER CO., INC., Brooklyn, N. Y 
DANIEL GREEN COMPANY, Dolgeville, N. Y 
DOUGLAS, W. L., SHOE CO., Brockton, Mass 
EMERSON SHOE CO., Gardner, Me 

EVANS’ SON, L. B., Wakefield, Mass 

FRENCH, SHRINER & URNER MFG. CO., Boston, Mass 
GOODRICH, B. F., Footwear iDiv., Watertown, Mass 
INTERNATIONAL SHOE COMPANY, St. Louis, Mo 
JUSTIN, H. J., & SONS, INC., Fort Worth, Tex 
KEITH, GEORGE E., CO., Brockton, Mass 
McCONNELL MOCCASIN CO., Auburn, Me 
MINOR, P. W., & SON, INC., Batavia, N. Y 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 
NUNN, BUSH & WELDON SHOE CO., Milwaukee, Wis 
ORTHOPEDIC SHOES, INC., New York City 
PETERS, BRANCH OF INT. SHOE CO., St. Louis, Mo 
RACINE SHOE MFG. CO., Racine, Wis 

ROBERTS, JOHNSON & RAND, St. Louis, Mo 

ROHN SHOE MFG. CO., Milwaukee, Wis 

SELBY SHOE COMPANY, Portsmouth, O 

STACY ADAMS CO., THE, Brockton, Mass 
VAUGHAN-TOWLE CO., Wakefield, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID McNeely Div., Philadelphia, Pa 
AMALGAMATED LEATHER COS., Wilmington, Del 
EINSTEIN, J., INC., New York City 

EVANS, JOHN R., & CO., Camden, N. J 

GITTERMANN & CO., New York City 

HUNT-RANKIN LEATHER CO., Boston, Mass 

LEVOR, G., & CO., INC., Gloversville, N. Y. and New York City 
SILK GUILD, New York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BOSTON SHOE FINDINGS CO., Boston, Mass 
LITTLEWAY PROCESS COMPANY, Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass 


SHOE ACCESSORIES 


ONONDAGA HIDE & LEATHER CO., Syracuse, N. Y 
SIMPLEX SHOE TREE CO., Chicago, II 
WIZARD COMPANY, St. Louis, Mo 


STORE EQUIPMENT 


ARROW DECORATING & FIXTURE CO., Philadelphia, Pa 
HOWELL COMPANY, Geneva, II 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
HOTEL LENNOX, St. Louis, Mo 

HOTEL MARTINIQUE, New York City 
HOTEL PENNSYLVANIA, Philadelphia, Pa 
HOTEL PICCADILLY, New York City 
HOTEL VENDIG, Philadelphia, Pa 

IRVIN RUBIN, New York City 
KIRSCH-BLACHER CO., INC., New York City 
MAX KALTER & CO., INC., New York City 
RESEARCH SHOE FITTING SCHOOL, Milwaukee, Wis 
STEPHENSON LABORATORY, Boston, Mass 
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VITALITY*S 


ARRAY OF SPRING SHOES 
in Stock 
Complete and Varied 


ARLINE 





More and more the necessity for a central stock resource 
imposes itself upon the merchant... demands of the con- 
sumer, more discriminating each season, call for correct 
heel heights; exact styles; shoes for afternoon, business, and 
sports wear; correct fit (making necessary wide ranges of 
size and widths); and shoes that are worth the money 
(quality shoes) bearing the stamp of a reputable manu- 
facturers’ standard. 

Our In-Stock Department is replete with Spring styles in 
the various heights ... shoes for the occasion in seasonal 
leather combinations... quality shoes whose standard is 
underwritten by the world’s largest shoe manufacturer... 
shoes that are nationally advertised, about which the public 
knows...shoes in a great range of widths and sizes to 
make the merchandising of them easy... shoes in which 
an adequate mark-up is safeguarded to the dealer. 


VITALITY SHOE COMPANY © ST. LOUIS 


Branch of International Shoe Co. 


WOMEN’S MEN’S 
AAAA to EEE AAA to G ‘ 
Sizes 2 to 11 Sizes 5 to 14 


$6 and $6.75 $5 and $6 
BOYS’ CHILDREN’S 


AtoE Complete widths 
Sizes 1 to 6 and sizes VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5 


Priced to size (parry) j 
$2 to $5 SEIN R 


(yiTauiTY) al 
Nationally Advertised in CODE 


A. VOGUE © LADIES‘ HOME JOURNAL * McCALL'S * PHOTOPLAY * GOOD HOUSEKEEPING 
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MODERN STYLE | th ? 


KEYNOTE HERE ¢« 


























SHOE is judged by the company it keeps. Our shoes keep company with the 

atmosphere pictured below. If you'll pardon a bit of boastfulness--we can 
truthfully say we've been told time and again that our new sample rooms are the 
last word in smart elegance. * From the many complimentary remarks paid 
our Spring Line to the tune of 
orders we might add ‘‘Here is 
something well worth your 








looking into”! 








Two views of the new D. Mvers’ Salesrooms. Colorscheme, design 
and furnishings are modernistic throughout--an impressive, 
luxurious setting for the many Myers’ models and styles. 





LINDA - - $2.50 


58682-Blue Gaberdine Tie-White Braid Trim 

58687-Brown Gaberdine Tie-Wh. Braid Trim 

58686-Beige Basquette Tie-Brown Braid Trim 

58681-Blk. Swirl Tie-Blk. Braid Tr.-Pat. Heel 
18/8 Continental Heel - - AAA to B 

ALSO SAME AS ABOVE IN SPIKE HEEL OPERA 





* Ask us to include 
TULANE - -$2.10 your name on our 


47442-Blue Streamline-Blue Calf Trim mening aac 
47443-White China Buckskin-Brown Calf Trim a 

47444-White China Buckskin WHEEL OF 
47446-Mouse Streamline-Brown Calf Trim STYLE 

16/8 Leather Heel - - Widths AAA to C 


D. MYERS & SONS, INC. 


The lastest Moving I} omens Novelty Shae House 


CURTAIN AT SHERWOOD AVENUE * BALTIMORE, MARYLAND 
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Briefly, this is the story 


behind Spaulding Coun- 


ters. 


@ The basic materials are 


long fibre hemp and 


importéd flax... . 


They are steam 
bleached twelve hours 
in huge _ revolving 
ovens to remove im- 


purities... . 


Beaten with pure water 
twice the average 
length of time to in- 
sure uniform  consis- 


tency. ... 


Spaulding Counters fit the last 
exactly like this—inside and 
outside—heel-seat, quarter and 
shank. No resistance! No 
strain on your customer’s heel! 


NO OTHER PART OF 
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H sich standard 


@ Sun-dried for greater 
strength and flexibil- 
oe 





@ And moulded in four 

sizes (both rights and 

\ lefts) in an auto- 
matic moulding ma- 
chine which is the most 
accurate ever de- 


veloped. 


\ A high standard, yes, 


but aren’t Spaulding Coun- 
ters worth the extra penny 
they cost when you think 
of the big difference they 


make in the comfort of 


your customers, and the 
value of the shoes you sell 


them? 





Ordinary counters meet the 
last only halfway—like this. 
The rest has to be pulled into 
place—meaning tension and 
strain on your customer’s heel! 





SPAULDING 5 


Counters 


“Ynade tm North Rochester, N. H. 
THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 














When writing advertisers please mention Boot and Shoe Recorder 









BOOT AND SHOE RECORDER, February 23, 1935 


PATENT LEATHER 


















Za) A MALL 


PARIS would be as proud of BERGDORF 
GOODMAN as all of fashionable America 
is. Here, one finds haute couture . . . the 


last words of fashion . . . first. 





The genius of BERGDORF GOODMAN de- 
signers has for inspiration the dynamic 
ability of Mr. Edwin Goodman, president 
and sole owner, to whom the entire fashion 
realm acknowledges tribute for his leader- 


ship and courage. 


BERGDORT 
GCDDMAN 


The establishment is distinguished also by an extremely fine 
character personnel and its super-vendeuse system of cus- 
tomer service. To see the store employes leaving the estab- 


lishment at night is like witnessing a fashion parade. Many 







of the sales people regularly go to Europe on their vacations 


and the large designing and buying staffs practically commute 







to fashion sources abroad. 








When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, February 23, 1935 














SHOES WILL BE THE PROFIT SURPRISE OF THE YEAR! 


“Known as the Safest’’ 


The outstanding, large staffs of BERGDORF GOODMAN designers, 


buyers, super-vendeuses and assistants . . . who know 





what is impeccably chic and authentic . . . were 
polled for their opinions about patent 


leather shoes for Spring. 


w 


52% voted that: 
“black patent leather makes the foot look most 
youthful and always dressy.’ 


38% stated that: 
black patent was their first choice for their 





next purchase of shoes. 





YY YY Wp YY Yeeq@Ee_ q@@q@qqHM|MMM@z , 


SETON LEATHER ©° 


NEWARK, NEW JERSEY 








—— aD 
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for COMFORT. 


avoid wrinkled toe -lin Ings 





The toe of a well made shoe 












should be smooth inside as well 


as outside. 


Manufacturers use Celastic Box 





Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 












THE QUALITY BOX TOE 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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cae ait . 

© The WARWICK is ready 
for immediate deliv- 
ery in Black and 
Brown Calf. 


A CUSTOM LAST 


TO RETAIL } 0.5 (J / 


And here is what we say about it 
in Time, March 4, and The Saturday 
Evening Post, March 23. 


@ asnug heel fit assured by its com- 
bination last. 


the O-SO-EZ-E Innersole is espe- 
cially treated for extra comfort 


and wear. 


the chamois-lined tongue — it 
caresses the foot as you walk. The 
Warwick requires no breaking-in. 


leather of the finest tannage and 
Taylor-Made craftsmanship. 


Every merchant seeking to increase his 


business in popular priced, profitable 

footwear should investigate the Taylor- = + 
Made proposition. W rite us for details. - . N's . ry" . 4 t pop aa 
E. E. Taylor Corp., Brockton, Mass. 


Made by E. E. Taylor Corporation in Brockton, Massachusetts, in an old-line plant, in an old- 
line quality tradition. Leathers, materials and workmanship are such as you expect only in 
higher-priced shoes. One hundred thirty-seven styles in stock, supported by national advertis- 
ing, to retail at $5.00, $6.00, and $6.50. One dealer to a community, of course. 
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The million and more boys who will read this advertising in ERICAN BOY, KY 

BOY'S LIFE and THE OPEN ROAD FOR BOYS this Spring and Summer are “the h 

cream of the crop” as prospects for Ball-Band Sport Shoes. In this, as in our previous i 

advertising, they are impressed with the importance of looking for the Red Ball. That ep 

they do look for it —and find it—is attested by the constantly increasing popularity iN ut 

of Ball-Band Sport Shoes among boys the country over. They are learning, early in life, iy i 

that it pays to wear the best, and that the Red Ball is the dependable guide to the best. if f Rn 
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greater sales volume, quicker turn-over and increased profits. They have found that 
Ball-Band service to the retailer is of the same high quality as Ball-Band Footwear. If 
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National Advertising 





to make more customers 
for Paradise Shoe 


Retailers 


@ Here’s news of interest to every depart- 
ment store buyer and retail shoe merchant! 

Beginning with full pages in the March 
issue of Harper's Bazaar—Paradise Shoes will 
be advertised directly to your key customers! 

Now, thousands of women who before 
have known of Paradise Shoes only through 
their reputation, will be able to see for 
themselves the perfect styling and patented 
features that have made Paradise Shoes the 
best sellers in hundreds of stores. Following 
Harper's Bazaar comes Vogue. These great 


magazines—each the best in its field—read 








by hundreds of your customers every month 
—bringing new business to merchants featur- 








ing Paradise Shoes! 


Vogue, Harper’s Bazaar Write us today for complete details re- 
Paradise Dealers, Note; An attractive counter card featuring the garding the advertising material furnished 


above advertisement sent free on request. Write Harper's Bazaar, 4 : ; 
i) Blain Aon, Mow You ©. ¥. Paradise dealers, and the Paradise franchise. 





Remember—there’s profit in Paradise! 


There’s Profit in Paradise 


Brauer Bros. SHoeE Company 
St. Louis, Mo. 











TO RETAIL AT $6 $6.50 
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